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Guarding the Quality 
of Confections With 
the Right Flavor 


ARTHUR H. 


Technical 
Director, 
MME&ER 


Is there a confection in box, bar or bag that couldn’t do In adding fla- 


with new, thrilling taste-appeal? It’s easy to pep up the 
flavor .,.and the sales chart... with MAGNA-ficent 
MAGNA Flavors! Here is inviting, exciting goodness 
PLUS truly scientific perfection ... and surprising 
economy, too! Why not try MAGNA Imitation Vanilla 
Base 8 Fold or any of the 27 other premium MAGNA 
Flavors—or try them al/l—and get set for important, 


voring toa 
product, it is important to de- 
termine whether that flavoring 
is fulfilling only its appointed 
function—that is, imparting the 
desired taste—or whether it is 
not, as well, causing wundesir- 
able reactions! 

For example, a flavor that 
contains reducing or oxidizing 
agents may be the underlying 
cause of a color disturbance! 
At the same time, an odor that 


is slightly “off,” or candy that 
sales-sparking improvements in your products. granulates for no apparent 


reason, may be traced to tech- 
; ; ; . : ically inferior flavors. 
Write for complete information and price list. —, 
f P ] P Thus, to guard the quality of 
Builders 94 confections, it is necessary to 
PRODy use a flavor that has been created 
cr with scientific exactitude—one 


me EFEREN Ce that has been carefully tested 


the and found technically perfect. 

Flay Medium o7 These requirements are com- 

M Ring BB pletely met by MAGNA 

PAGNUS SINCE 1005 ONE OF THE WORLDS GREATEST SUPPLIERS OF ESIENTIAL O118 z, ATER 





FLAVORS, which are con- 

— Sines IALs d tinually tested and re-tested 
16 DESBROSSES STREET. NEW YORK CITY - 221 NORTH LASALLE STREET, CHICAGO 18e5 : under ae pee su] — 
sion in the MM& aboratories. 
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Crack Up Too Fast? 





Not if they’re VOSS Belts! Years of specializa- 
tion in Candy Plant problems have taught us 
how to make Glazed Enrober Belting that will 
stand the gaff—Belting that won’t start to 
crack almost the minute you put it on the 
machine, but which resists cracking, even under 
heavy-duty use. 


Special Coating formulas—the manner in which 
they are applied—the type, weave, texture and 
weight of the Belt itself—all these elements are 


¢ HI-GLOSS No. 3 PLASTIC 


prescribed with care to give the long, satisfac- 
tory performance which put VOSS Belts way 
out in front with candy plant men. One told 
us recently: “This VOSS Belt is the best we’ve 
had for the purpose in my thirty-odd years in 
the business!” 


Here’s a brief list of outstanding Belts VOSS is 
producing for candy makers—Belts which will 
cure your interrupted-production and replace- 
ment-expense problems, too: 


A cooling tunnel Belt that’s different from any other—easy to splice, and can 
be run immediately—jiffy cleaning for better sanitation—and puts sales-aiding 
glossy, mirror-like bottoms on your chocolates! Fine for plaque work, too. 


¢ HI-LUSTER HEAVY-DUTY—Double Texture, Black or White 


A Belt that’s built to take it, and keep on taking it, under tough conditions. 
Exceptionally fine for heavy bar work. 


¥ WHITE LIGHTWEIGHT OILCLOTH—Single Texture 


Just the right Belt for small pieces—widely used for miniatures. 


¥ DOUBLE-COAT LIGHTWEIGHT OILCLOTH 


Designed especially to assure fine bottoms—ideal for plaque work. 





No matter what type of equip- 
ment you operate, VOSS can 
supply a long-life, true-per- 
formance Belt to give you re- 
lief from Belt troubles. Call 
VOSS today! 











VOSS Enrober Belting has been installed in 
plant after plant where other Belts were crack- 
ing in days, requiring replacement in weeks 
—and has stretched out replacement time to 
months! VOSS Belts save you money! 
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Samples, of course, if 
you're interested .. . 
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Ou R Flavor Laboratories 





offer what many candy 
manufacturers consider 
the most satisfactory 
flavor of this type 

ever introduced 

for the confectioner. 
FRITZBRO AROME BANANA IMITATION 
which is composed of 
natural fruit extractives 
and fortifiers, 

and our economical 
EKOMO BANANA IMITATION 
are widely used 

for cream center flavoring 


and starch-cast marshmallows. 








PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N. Y. 
BRANCH OFFICES and *STOCKS: Atlanta, Ga., 
cinnati, O., Cleveland, O., Dallas, Tex., Detroit, Mich., 
Pa., San Francisco, €alif., *St. Louis, Mo., 
FACTORY: Clifton, N. J. 


Boston, Mass., *Chicago, Ill. Cin 
Los Angeles, Calif., Philadel pbia, 
Toronto, Canada and * Mexico, D. FT 
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Pioneer Specialized Publication for Confec- 
tionery Manufacturers Plant Management, 
Production Methods, Materials, Equip- 
ment, Purchasing, Sales, Merchandising. 





Published Monthly on the 5th by The Manufacturing Confectioner Publishing Company, pub- 
lishers of The Manufacturing Confectioner—The Blue Pook—The Candy Buyers’ Directo —Candy 
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All rights reserved. Subscription price: One Year, $3.00. Two Years, $5.00. Per Copy, 35c, except 
September ‘'Purchasing Executives Issue’: $2.00. In ordering change of address, give both 
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Too many products that are made of 

the finest and purest ingredients still suffer 
from flavor anemia. Yes, they are dull, 
listless, their sales go limping along because of 
flavor deficiency. Too bad! They could have 
been best sellers, they have everything in 
their favor except FLAVOR. That’s when 

an emergency call should be put in to D&O 
because D&O flavor chemists and the D&O 
research laboratories have evolved a most 
comprehensive range of natural and synthetic 
flavors to meet the exacting needs, specifications 
and price requirements of the Candy Industry. 
150 years of practical, progressive and 
successful experience qualify D&O to be 

your Flavor Doctor —your Flavor Specialist. 
Consult D&O about your flavor problems. 


DODGE & OLCOTT, INC. 


180 Varick Street - New York 14, N. Y. 
ATLANTA + BOSTON + CHICAGO - CINCINNATI + DALLAS +» LOS ANGELES + PHILADELPHIA + ST. LOUIS - SAN FRANCISCO 
ESSENTIAL OILS » AROMATIC CHEMICALS « PERFUME BASES « VANILLA « FLAVOR BASES 
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ALL NEW JtEEL 
ATIONAL MOGUL MODEL M-100 


Precision built to the highest engineering standards. Oper- 
ates at higher speeds, smoothly and with better quality 
moulding. New Harmonic Motion Tray Travel device insures 
smooth transfer of moulding boards from Printer to Deposi- 
tor. Assures perfect moulding and less scrap. The newly 
constructed “Thoroclean” and Quick Removable Sieve is 
smoother operating and cleans centers clean without the 
need for any auxiliary center cleaning equipment. 


New Silvretone Hydro-Seal Pump Bar can accurately deposit 
heavier fondants such as caramel, nougat, and coconut cream. 


Newly designed D-100 Depositor permits all changes in 
tray, skip and Pump Bar to be made while the machine is in 
operation. 
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STALLED OVER A WEEK-END 
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present time, most of our business is from repeat 
PEAT ORDER: May | 
JAN )S 4 


Immediate Deliveries 


3 units in stock and are power demonstrated at: 
153-157 Crosby Street, New York 
163-167 North May Street, Chicago 


or Call for Appointment to Inspect These Units 


~ 


24, 


EQUIPMENT 


belt widths. 


> INCREASED 
commgy PRODUCTION 


_ BETTER PRODUCTS 
L P STEADY OPERATION 


E »>GREAT ECONOMIES 
AND SAVINGS 


Is your present equipment suited to to- 
day's competitive conditions? You can't 
make money with obsolete machinery. 


Consider the merits of National Equip- 
ment — the savings and added production 
flexibility — “tailor-made” to meet today's 
requirements. 


If you want machinery of the very highest 
quality, your choice of National Equipment 
will be inevitable. 


600 to 2500 Ibs. hourly production of the 
finest, clearest, driest and glossiest quality 
hard candy. 


Greatest improvement in the continuous 
vacuum cooking of hard candy in the last 
thirty years. 


Wide range in speed drive of syrup pump 
permits a wide range in production. Extra 
large coil cooking area assures the use of a 
lower steam pressure. This results in hard 
candy with a smoother texture. Steam evac- 
tor is powerful and quick-acting. Removes 
vapor and air immediately after vacuum 
chamber is closed. Sanitary syrup pump can 
be easily taken apart. Driven by a splash- 
proof motor. New scientific design cuts 
Steam usage to a fraction. 


Accepted by leading health authorities in- 
cluding the New York City Dept. of Health 
AS BEING OF SANITARY CONSTRUCTION. 


Accepted by leading health authorities in- 
cluding the New York City Dept. of Health 
AS BEING OF SANITARY CONSTRUCTION. 

@ Easy and immediate accessibility for 
cleaning. 

Precision-built wire belt Shaker is adjust- 

able during operation. 

Adjustable Blower nozzle designed for air 

flowing in at any angle and at any velocity 

desired. 

Designed for quick disassembly of pumps 

and tempering column scrapers. 

Improved wire belt carrier rolls out as 

easily as a desk drawer and uncovers 

chocolate tank. 

Large size tempering column gives double 

capacity tempering surface. 

Variable speed drive controls flow of 

chocolate of various viscosities. 


CORPORATION 


Made in 
34°, 42, 48 


153-157 CROSBY STREET, NEW YORK 12, N.Y. 


/Jationa 


























c 














& 


ves we yo San 
ae 2 


Cede 
aan 


<r ae 
i 


JIT 












Soh 7 “When your for- 
-— * 
mula’ includes 


corn syrup! 


‘; i For smoeth, white 
ff PhD hm ; i F = f.1, §-@ | roe 





a eee a 


s 
— 


+ gir 


op eee samme 


fondant that is uni- 
formly tender 


Inside view 50” Snow Flake Cream Beater, with baffles, open top and water jacket. 
The Snow Flake Cream Beater is a MUS ’ 


The Beaters running between diagonal baffle 
plates assimilate all ingredients, aerating and 
whitening the Fondant. 

Years of experience have proved and verified 
our claim that the Snow Flake Cream Beater is 
engineered to handle fondant with corn syrup 
better and faster, with the desired result at its 
maximum. 

Make your next installation a Peerless Syrup 
Cooler and Snow Flake Cream Beater. 








To Prospective Purchasers of USED WERNER 
EQUIPMENT. 


When considering the purchase of used equipment it is 
advisable to determine the exact age of such equipment. 
It is suggested that you obtain the serial number of 
any of our equipment under consideration and write to 
us, the original manufacturers, requesting information 
as to its age and the availability of parts for repairs. 
We, as manufacturers of this equipment, will be glad to 
co-operate by supplying this information. 








JOHN WERNER & SONS, INC. 


713-729 Lake Avenue 


Rochester 13, N. Y. 














Advertise your products’ quality and profit making value to 
the buyers who channel 86 percent of all candy to market. 


Reach them in: 


CANDY MERCHANDISING and its Candy Buyers Directory Issue 


Publishers office: Eastern office: 
9 South Clinton St. 303 West 42nd St. 
Chicago 6, Illinois New York 18, N. Y. 








There must be 
an easier way! 


Entertaining the trade is lots of 
fun, but it does not prove anything 
basic about your products, or how 
profitable they can be to the Case 


Lot Buyer. 

The easier PEER: 

way is 

os 00h them MERCHANDISING 
facts! 
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In drums, barrels, and 

the NEW, handy 100 

Ib. and 50 Ib. Multi- 
wall bags. 
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JUST ONE INGREDIENT 
Improves CANDY 5 Ways 


LAND O’LAKES 


New, Improved 
NONFAT DRY MILK SOLIDS 





1. Heightens flavor 

2. Produces a creamier consistency 
3. Modifies excessive sweetness 

4. Develops finer texture 


5. Thickens more easily, with less cooking 


The advantage to you shows up in your cash 
register, for good candy is always profitable. 
Use the New, Improved LAND O’LAKEs 
Nonfat Dry Milk Solids in caramels, fudge, 
milk chocolate coatings—wherever your 
formula specifies milk. Developed especially 
for candy making—always fresh, uniform, 
convenient to use. And while it adds quality, 
it subtracts cost. Try it; see for yourself. 
. 

CONTINUOUS SUPPLY OF NEW IMPROVED NONFAT 
DRY MILK AVAILABLE EVERYWHERE—QUICKLY 


Immediate Delivery Through Branches, Brokers and 
Jobbers in Principal Cities, or write LAND O' 
LAKES Creameries, Inc., Minneapolis 13, Minnesota. 





Seeeeeeeeeeesees® 

















PFIZER 
CITRIC 





From balanced flavor comes the taste-satisfaction that sells candy. 
Pfizer Citric Acid balances the sweetness of sugar 
and enhances even the best flavors. Its use can make Wh 
difference between one-time-sales and booming repeat turné 
For ready solution—for even acidulation every time, 
always specify Pfizer Citric Acid. It is available as the 3 . 
U.S.P. product and as Anhydrous Citric Acid. You'll save Bs 
on freight, shipping and handling charges by ordering the 
water-free Anhydrous Citric Acid. To learn how easy 
it is to switch, write us today for details. Chas. Pfizer & 
Co., Inc., 630 Flushing Avenue, Brooklyn 6, N.Y.; 425 North 
Michigan Avenue, Chicago 11, Ill.; 605 Third Street, 


San Francisco 7, Calif. 


oem @. PRIZE 
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Flavor is the thing that makes your product stand @) +? A S| G ' 


out from others. And Exchange Oil of Orange 
has the flavor...that distinctive and preferred U.S.P. 


taste unique to oranges grown in the sunny, 

Distributed in the United States exclusively by 
FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 
Reni. Lh cae DODGE & OLCOTT, INC. 
Give it all your tests for quality, uniformity and 180 Varick Street. New York 14, N. Y. 


sheltered valleys of California. 


Try Exchange Oil of Orange for yourself. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
The Exchange Orange Products Co., Ontario, Calif. 


strength. You'll like it...and you'll buy it! 
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CANDY manufacturers de- 














pend on the uniform quality 
and fine performance of these 
two fine corn syrups . . . Globe 
and Puritose brands. 

Full technical service, no obligation 








FOoD-tnERcy suGae A reliable source 
of supply for 
fine starches. 
Globe, Cerelose, Puritose, Buffalo and Hud- 


son River are registered trade-mark: of Corn 
Products Refining Company, New York, N. Y. 

















LATIN | 
continuous DIE POP 


MACHINE 


® HIGH SPEED PRODUCTION 

© CONTROLLED WT. & SIZE OF POPS 
© INTERCHANGEABLE DIES 

© GUARANTEED PERFORMANCE 

© ECONOMICAL OPERATION 








REPRESENTATIVE 
JOHN SHEFFMAN—152 W. 42nd St., N.Y.C. 


CHOCOLATE SPRAYING CO. 


2035-39 W. Grand Ave. CHICAGO 12, ILLINOIS 
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Fine candy gets the spotlight at Burt 






























Mennell’s “*Fun in the Sun” candy shop 
in Palm Springs, California, where Holly- 
wood stars relax. Here, Walter Baker 
salesman and chocolate consultant Jim 
Gray (on the left) gives Burt some friend- 


ly pointers on the handling of chocolate. 


Just as Jim Gray gives his California 
customers a helping hand, there's a near- 
by Walter Baker representative ready to 


help you. 





When Jim Gray dons every fine candy” “It's always 
apron and cap and uniform in quality”. . .“It always has 

goes to work to help one of — the same viscosity.” 

his customers, he knows what So when Jim (or any other Walter 
he’s about. PorJim first joined Walter Baker man) recommends a particular 
Baker way back in 1932. And he’s coating or liquor from among the 30- 
been in the candy business ever since. odd outstanding Walter Baker choco- 
WALTER BAKER 


CHOCOLATE 
CONSULTANT 





Today, when Jim makes a call, he late items made for the confectionery 
emphasizes three things: “There’s a industry, it’s the key to truly fim 
Walter Baker chocolate coating for candy. There are, for instance 








FAIRMONT Milk Coating BOURNEDALE Milk Coating 


Fine, full-flavored milk coating Rich, velvety texture; high milk content 
. comparable in texture and smooth- *... one of the finest milk coatings pro- 
ness to the very best” duced” 
BLUE HILL Vanilla Coating PRINCESS Vanilla Coating 
Medium brown, finely milled dark coating Excellent bouquet; medium dark color 
.. reasonably priced, for heavy enrobing ** . . full chocolate flavor of the fondant 
or light hand-dipping™ type” 


Because the success of his business depends upon the success of yours, you can always be sure 
that a Walter Baker salesman and chocolate consultant will be glad to supply the particular 
chocolate to help make your candy famous. 


ALTER BAKEW 


The First Name in Chocolate . . C H O CO LAT E COATI N G S 


The Last Word in Service 











Walter Baker Chocolate and Cocoa Sales offices in Chicago, Cleveland, 
Division of General Foods Cor- Los Angeles, New York, Philadel- 
poration, Dorchester 24, Mass. phia. Brokers in all principal cities. 





Products of General Foods 
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to replace egg albumen.... 





What a boy! Whitson’s “100” 
—the complete whipping agent! 


G READY FOR AMAZING — and profitable — re- 
sults when you use Whitson’s “100” whipping 
agent, the new vegetable protein that gives you the 
candy you plan, every time. 


For Whitson’s “100”— always completely stable — 
replaces egg albumen pound for pound, and takes all 
the guesswork and a lot of the trouble out of your 
candymaking. 

Here’s a whipping agent that will not weep, and 
will not shrink. Here’s a product controlled so that 
every batch of candy you make with it will turn out 
identical with the others. 

Whitson’s “100” helps keep bacteria down, too. 
Your candy comes up—every time—without any off 


colors, without annoying tastes or odors. 


When you use it, you don’t have to change your 
formula. You don’t have to bother about blending it 
with egg albumen. Packed in moistureproof contain- 
ers, Whitson’s “100” is ready whenever you want to 
use it. It can never go bad. 


Why not give Whitson’s “100” a trial? It’s wortha 


test to get the candy you plan, every time. Write, 
wire, or telephone for a free sample and prices today! 





Free—Sample and Formula Book 
Send for them today! 











WHITSON PRODUCTS 


DIVISION OF THE BORDEN COMPANY 
350 Madison Avenue, New York 17, New York 
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* NU -KREME 


Today, more than ever, America’s most successful 
candy manufacturers are using NU-KREME profitably 
and satisfactorily in making finer Creams, Swiss 
Hand Rolls, Short Nougats, Sea Foam Kisses and 
many other zestful candies. 


NU-KREME is a light, white, highly tender and more 
mellow egg product . . . more practical than any 
nougat cream on the market. It acts as a preservative 
and insures better keeping qualities in the finished 
candy. 


When you try it .. . you too, will agree that NU-KREME 
is truly “The CREAM of Nougat Kremes.” Convince 
yourself of its superiority by trying it today. 


Your copy of "RECIPES FOR BETTER CANDIES" 
will be sent on receipt of initial order. 


Manufactured 


FORMULA FOR MAKING SWISS HAND ROLL 


Place 13 lbs. of NU-KREME into kettle—cold. Add 1 lb. of melted 
Butter and mix with paddle until fully incorporated. Add 7 lbs. 
Melted Milk Chocolate Coating and 3 teaspoonfuls Salt. Stir with 
pad: le until coating is thoroughly mixed. Let batch stand over-night 
Hand roll and dip the following morning in dark or milk coating. 


DIPPING PIECES Molasses Honeycomb Chips, Peanut 
Butter Chips, Toasted Cocoanut Chips, Chocolate 
Center Chips, Almond Butter Sticks, Mint Pillows 
and Peanut Butter Pillows. 

CENTER-ROLL KREME for Soft-flowing Creams 

KREME-TEX for Creamy Fudge and Caramels 

FRESH COCOANUT PASTE Ready for use for Choco- 

late or Bon Bon Centers 

PECTOLENE a pectinized invert sugar product 

NU-MILK whole milk in plastic form for Caramels and 


Fudges 
TOPPINGS Marshmallow, Butterscotch, Caramel and 


Chocolate Fudge: 
Exclusively by: 


BURKE PRODUCTS COMPANY INC. 


317 W. HUBBARD STREET 
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Yes, more than 80% of all 
the lemon oil used in the 


United States is Exchange 
Lemon Oil! 


This overwhelming endorse- 
ment by the trade is your 
guarantee that Exchange 
Lemon Oil delivers guality... 
quality in the form of superior 
flavor and unmatched clarity 
and uniformity. 


Always specify it by the brand 
name when you order— 
Exchange Oil of Lemon. 

For complete satisfaction, 
accept no other brand. 


Distributed in the United States exclusively by 
FRITZSCHE BROTHERS, INC. 
U. Ss. P. 76 Ninth Avenue, New York 11, N. Y. 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department, Ontario, Calif. 


Producing Plant: 
Exchange Lemon Products Co., Corona, Calif. 
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Flutf- Dried Abbumen.(~7 Its tiny particles + need no Soaking 
dissolve lick as ats no clumps. Only choice, spring- 

hid eggs are used, assuring you best: results Pefovery 

time. Convenient, protected [Ti in safe-lined fibre drums 





Order from your Swift Salesman or nearest Swift Branch 


Go to VACUUM and RACINE 
for your MODERN CANDY MACHINE 


MANUFACTURERS OF “SIMPLEX” MANUFACTURERS OF “RACINE” 





@ Vacuum Hard Candy Cookers Steam @ Standard Automatic Sucker Machines 


ond Gos @ Super-Duplex Automatic Sucker Ma- 
@ Vacuum Fondant Cookers and Coolers, chines 


Steam and Gas @ The Punch and Die Sucker Machine 
@ Steam Jacketed Kettles, Copper or @ Sucker, Cutting and Drop Rolls 

Stainless Steel, with or without © Cream Depositers 

Agitators 


@ Chocolate Depositors for Stars, Kisses, 
Buds, Bits, Bars, etc 


@ Batch Rollers @ Snow Plow Cream Beaters 


@ Continuous Plastic Machines @ Carame! Cutters 


@ Cooling Slabs 





VACUUM CANDY MACHINERY COMPANY 


and Racine Confectioners’ Machinery Co. 
15 PARK ROW, NEW YORK 7,N. Y FACTORIES: HARRISON, N. J.: RACINE, WIS 
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Thad a thriving candy factory, a fine home, 

wonderful wife and two grand kiddies 
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OURKEE FAMOUS FOODS For use in caramels, fudges, toffee, etc., or in 
A Product of any candy where richness, fine sweet flavor, 
ONE OF AMERICA’S GREAT FOOD INSTITUTIONS and excellent keeping properties are desired. 
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ROTATIVE CONCHES R 


for every kind of chocolate masses 
—Manufactured in 5 sizes of the following capacity: 
200-400-800- | 600-3200-Ibs. 
—High efficiency 
—Perfect conching saving 50°, time if compared 
with longitudinal conches 


SPEEDY DELIVERY 
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He hit the jackpot with 
Givaudan’s 
bs Five-Fold citrus oils”! 


*lemon 
orange 
lime 






You now have a new and profitable source of supply for 


five-fold citrus oils of lemon, orange and lime. These concentrated 


oils have five times the strength of ordinary pressed oils. 


Givaudan has applied all its fifty years of specialized experience in 
basic flavor materials to bring you these new citrus oils of 
exactly the right flavor value, 


exactly the right stability and solubility. 


May we send you samples and more complete information? 


330 West 42nd Street ¢ New York 18, | 
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THE ATLAS LABEL PROTECTS YOU 


= 

C he most beautiful pastel shades for 
I 

Easter candies are being produced with 

Atlas Certified Colors. Our completely 

equipped color laboratories, as well as 


our color experts, are at vour service. 


\ 


Perhaps consulting us may help to 


improve the appearance of your line. 





FIRST PRODUCERS OF CERTIFIED COLORS 


OGHRSTAMM ¢ COMPARNY Enc. 


ESTABLISHED 1851 


89 PARK PLACE, NEW YORK 7 W-13 E. ILLINOIS ST, CHICAGO I 4735 DISTRICT BLVD., LOS ANGELES ll 
ATLANTA + BALTIMORE - BOSTON « CINCINNATI + CLEVELAND + DALLAS » DETROIT + HOUSTON + INDIANAPOLIS + KANSAS 
CITY, MO.+ MINNEAPOLIS » NEW ORLEANS + OMAHA + PHILADELPHIA + PITTSBURGH + ST. LOUIS » SAN FRANCISCO 
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modern Swiss firm stresses 
quality candy 


by CLARA BALDWIN 


j Epiror’s Note: This interesting article by 
Miss Baldwin is the sixth of an exclusive 
series on world-wide candy methods for 
readers of THE MANUFACTURING CONFEC- 
TIONER. Miss Baldwin’s previous articles 
appeared in the March, August, and Octo- 
ber, 1948 issues and in the February and 
April, 1949, issues. 


inpt & Spruncui, Lrp., Fabriques de Chocolats, has 

been in the chocolate trade since 1845. The firm—in 
Kilchberg, near Zurich, Switzerland—manufactures choc- 
olate, candies, chocolate covered goods, breakfast cocoa. 
and chocolate powder. Most of the lines are manufactured 
either under the name of “Lindt” or the name of 
“Sprungli” and for those persons, who find the name 
Sprungli more difficult to pronouce, there is the Lindt 
brand or vice versa. Generally speaking, the name Lindt 
is internationally known, whereas the Sprungli is manu- 
' factured primarily for a more local market. 


But the difference does not stop with name only. The ES 
Lindt and Sprungli factory blends its own chocolates. 
as the coffee roasting plants blend their products, using 


AT RIGHT is shown the loading plat- 
form of Lindt & Sprungli’s recently re- 
modeled plant in Kilchberg, Zurich, 
Switzerland. During the remodeling all 

heavy machinery was moved on to the 
ground floor of the building. The entire 
plant is set up for efficient modern 

operation. 
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SHOWN ABOVE are various scenes of the interior of the Lindt & Sprungli plant. Modern efficient machinery is used 
throughout the plant. 


varying mixtures of the different beans to produce en- 
tirely unique blends and flavours. In fact the machinery 
is set up similarly to that in a coffee plant, with hoppers 
which can be set to blend to certain specifications of so 
many parts from this bin and so many from another of 
the cocoa nib. The Lindt brand of candies, as well as 
those of the Sprungli brand, has its ewn individual blend- 
ing of chocolates. 

The fame of the name Lindt started in 1879, when 
Rod. Lindt of Berne, Switzerland, invented fondant 
chocolate, by adding cocoa butter to the then generally 
rather coarse chocolate mass. Fondant chocolates have 
since become general with all chocolate manufacturers, 
but it was Rod. Lindt, who first had the idea for them. 

The plant in Kilchberg/Zurich has recently been re- 
modeled and all heavy machinery was moved on to the 
ground floor of the building, while pumps bring the fin- 
ished chocolate to the modern molding plant, located 
on the first floor. In fact the entire plant is set up for 
efficient modern operation. 

As might be presumed, the wrapping papers designed 
for the two brands, and also the boxes, are entirely dif- 
ferent. The Lindt & Sprungli company leans toward the 
conservative type of wrapping for both brands, and 
tends to keep the designs similar to those which have 
become associated with the names through the years. 
However, new designs are being added constantly, though 
similar in style to the originals, so that at a glance 
the customer will identify the product as that of Lindt 
or as a Sprungli package. 

For the Lindt brand the box designs are very simple, 
yet very elegant, often with a small flower pattern sug- 
gesting freshness or a small, attractive bouquet to one 
corner of the top cover frame. Ribbon and, or, strings 


for tying the packages are in keeping with the designs, 
harmonizing or matching in colour. 

Most of the boxes are produced in an entirely up-to- 
date box mill, according to the firm’s own designs. 

Packing of candies and other chocolate covered goods 
is generally effected on conveyors, of which there are 
quite a number; indeed to pack a pound box of assorted 
chocolates requires about 30 girls on one conveyor. 

Sales are effected through about 35 salesmen travel- 
ing throughout Switzerland selling their products. These 
travellers generally visit retailers, of which there are 
approximately 30,000, directly, as wholesalers are prac- 
tically unknown in Switzerland as far as chocolate goes. 

The company has a work’s council of its employees, 
and the employees operate more or less as a family unit. 
Many have been employed with the firm for 25 and 
more years, just as have been their fathers and grand- 
fathers. The spirit of a small community of its own is 
further expressed by a work’s brass band and also a 
mixed choir. There are about 1,000 workers in the plant 
and some 80 in the offices. 

The company uses a pension scheme by which work- 
men are pensioned at 65 years of age and women workers 
at 60. Apart from this the company maintains a welfare 
fund for unexpected and sudden needs of their person- 
nel, to which the workers do not contribute. There is an 
insurance program on sickness, to which both the firm 
and the employees pay. 

Lindt & Sprungli operate 48 hours in a five-day week 
with occasional 10 hours overtime per week before 
Christmas and Easter. 

Employees are allowed one to three weeks paid hol- 
idays depending on the length of their employ. Several 


(Please turn to page 63) 


SOME OF THE simple but elegantly designed packages are shown below. Most of the boxes are produced in an 
entirely up-to-date box mill, according to the firm’s own designs. 
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Favor Control 


an answer to stimulating repeat sales of candy 


by WESLEY H. CHILDS 


Epitor’s Note:* This important article on 
the control of flavor in candy is the first 
of an exclusive series based on Mr. Childs’ 
studies and research on the use of flavors 
in candies. Stimulation of repeat sales with 
“flavor remembered and tasted” candies 
themes Mr. Childs’ discussion and is sug- 
gested as being equally important with im- 
pulse buying in building candy sales vol- 
ume. Additional articles in this exclusive 
series for readers of THE MANUFACTURING 
CONFECTIONER will appear at an early date. 
Readers’ comments are invited. 


pea MANUFACTURERS ARE stressing quality control 
and in many cases are placing greater emphasis 
on this than on production control. The days of “any- 
thing goes” are past, competition is increasing daily 
and the consumer’s dollar is becoming elusive. 

Competition exists not only between different brands 
and kinds of candy but—and dangerous to the con- 
fectionery industry as a whole—is increasing by the 
encroachment of other products. For example, ice cream, 
soft drinks, beverage powders, pastry items, jams or 
jellies, packaged gelatin desserts, packaged candy mixes, 
and natural beverages are more than outdoing them- 
selves in striving for increased sales. The consumer’s 
dollar can only buy so much. Candy and the competi- 
tive products mentioned have one quality in common- 
flavor. And while appearance helps in creating the im- 
pulse to buy, it is flavor’s responsibility to stimulate 
repeat sales. 


Flavor Important Ingredient 


The statement has been made that the public is a poor 
judge of flavor and does not discriminate between good 
and mediocre flavor. Were this statement true, there 
would be no need of further research in flavors. Flavor 
is being given great prominence in advertisements of 
all foods, from catsup to corned beef hash. Much has 
been learned about this subject during the past decade. 
The last war catalyzed efforts in this direction. The 
Quartermaster Depot developed rations wherein flavor 
became a vital ingredient. 

Of all the foods, candy is a “natural” for instituting 
a means of quality control based on flavor. The ingre- 
dients are flavorful themselves. these may be accentuated 
by the cooking process, and, if necessary, a supplemen- 
tary addition of either natural or artificial material. 
called “flavor” is made to “top off” what we call candy. 
Further, merchandising may serve to insure prompt 
delivery to the consumer who has been educated to 
ask for “fresh” candy. 


Difficulty in Evaluation 


We have been prone to draw up specifications for 
the ingredients or raw materials with the omission of 
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one quality difficult to express, namely, flavor. In cur- 
sory examination of milk products, for example, we 
rely upon laboratory analysis of fat, sugar, and solids. 
Tasting of the milk may be done but hardly on a scien- 
tific basis. Flavor and taste are difficult to evaluate be- 
cause of unfamiliarity with standards. 


In production, we have also tended to become care- 
less. Only a few years ago, the writer criticized the in- 
adequate removal of molding starch from centers and 
received the amazing reply, “Starch is cheap and we 
can sell it for the price of candy when covered with 
chocolate.” Such remarks indicate the need for intel- 
ligent thinking. 


The flavor ingredient, usually listed last in the label 
declaration, on a candy package is of utmost importance. 
Flavor is often stated as either natural or artificial and 
refers to the prepared magical substance which aptly 
has been called the spirit of candy. To the average 
candy man, these mysterious soulful ingredients are 
wonderful, and he is so right! The flavor industry may 
have had its beginnings as an art, but for the past sev- 
eral years has relied heavily on science. As a result, 
flavors these days are considerably different than in the 
old days. Before the war, many flavors were of the 
ethereal type and, far too often, any resemblance be- 
tween a fruit flavor and fresh fruit was purely coinci- 
dental. Not only have the artificial flavors improved but 
the natural flavors such as essential oils have also shown 
improvement. Flavors have been “tailor made” for all 
types of candy. 


It is well known that a flavor may be delicious when 
added to a bon bon but tasteless or insipid when added 
to hard candy. Temperature at which flavor is added 
accounts, in part, for this difference. If flavors were re- 
pulsive, it would be difficult to find workers for the 
hard candy department. 


Control Starts with Manufacture 


Actually, the control of flavor in candy starts with 
the manufacture of that flavor. Those of us fortunate 
to go “behind the scenes” of a flavor company are 
amazed at the innumerable tests taken to insure quality 
and performance; nothing seems to be left to chance. 
This will be discussed further in a forthcoming article. 


When a shipment of flavor arrives at a candy plant, 
the Quality Control Department should check to see 
that the product meets the tentative specifications pre- 
viously set up by the laboratory. Physical and chemical 
tests are made from a small sample of the flavor. A lot 
number is given this shipment which is kept with the 
sample and these are kept for future reference. Upon 
passing the tests, which should include tasting, the fla- 
vor enters “stock,” being stored in a cool, dark room. 
The taste test may be made several ways; one method 
being to taste a- few drops mixed with simple syrup. 
Another method is to taste a few drops mixed in some 
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fondant. Either method may be elaborated and made 
more precise by using measured quantities, and this 
is recommended. For example, if the plant is using 2 
oz. per 100 lbs. of candy and it is desired to keep this 
proportion for tasting, take 1 gram of flavor and make 
up to 80 grams with simple sugar syrup (2 lbs. sugar 
to one pint of water), then 10 grams of this mixture 
is made up to 100 grams with plain sugar syrup. The 
concentration of flavor, 2 oz. per 100 lbs. is 0.125 per cent. 


The Flavor Room 


The Flavor (dispensing) Room orders this lot of 
flavor from storage. A record is kept of the date this 
lot enters production so that in a case any complaint 
should be made, of candy produced on that date, rec- 
ords for tracing possible causes are available. The 
workers in the Flavor Room may be likened to pre- 
scription clerks. It is their duty to measure correctly the 
flavor into batch size portions. Graduates and other 
measures must not only be read correctly but they must 
be thoroughly clean to avoid contamination. A good de- 
tergent, “elbow grease,” and plenty’ of hot water suffice. 
Some plants eliminate the making of batch size por- 
tions by delivering flavor in gallons to the Production 
Department. In this case, the candy maker measures 
the quantity needed for each batch of candy. The mer- 
its of this are open to question on the basis of quality 
control. Spillage, under or over “dosage” may occur. 
and responsibility is decentralized. Bottles usually serve 
as containers in the batch method. These bottles require 
cleaning and inspection. Bottles have their faults. Clo- 
sures are not perfect, corks are preferred by some: 
while metal screw caps are liked by others. A big com- 
plaint is against having glass in the factory because 
of possible breakage. Possibly, plastic containers may 
be developed to replace the glass, though flavoring com- 
pounds have solubility characteristics which will have 
to be overcome. 

The Flavor Room as set up in most plants is a very 
busy place indeed. In addition to handling and dis- 
pensing flavors, it measures and distributes numerous 
other ingredients, for the most part, those are used 
in small amounts. Some solid ingredients handled may 
include: Citric or tartaric acid, cream of tartar, gela- 
tin, salt, pectin, sodium acetate, sodium citrate, sodium 
bicarbonate, ammonium carbonate, albumen, lecithin. 
cocoa, agar-agar, malted milk, and tapioca flour. These 
are weighed on scales calibrated to fractions of an 
ounce. Some liquid ingredients handled may include: 
Acetic acid, glycerin, invertase, and vegetable oils. 
These are accurately measured in pharmaceutical grad- 
uates calibrated in minims, drams and ounces. 

Colors are often put into solution of exactly the proper 
concentration for use. For the cream department, the 
Flavor Room prepares solutions of the solid acids, usu- 
ally made 1:1. 


Central Location 


Small quantities of important ingredients can be 
more accurately weighed or measured in a central loca- 
tion off the production line by trained personnel than 
by cooks who have limited time to extend their activities. 

Having so many responsibilities, the personnel of 
the Flavor Room should have the facilities with which 
to work in an efficient manner. Lighting is extremely 
important in making precise measurements. Air con- 
ditioning of the Flavor Room would be highly desirable. 
Shelves and space should be adequate for storing the 
many different products. Everything should be properly 
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labeled and in its proper place to avoid any possible 
error of substitution. 

The use of suitable containers for the many ingre- 
dients “put up” by the Flavor Room is of importance 
in the quality control of flavor. Paper containers leave 
much to be desired; minute quantities of iron or copper 
salts may accelerate certain undesirable reactions there- 
by adversely affecting the flavor. This may also occur 
in the ultimate packaging of candy. Aluminum trays or 
boats of about one pound capacity are relatively inex- 
pensive and should be reusable. 


Addition of Flavor 


The Production Department is responsible for the 
addition of flavor to the candy batch. Too often, flavor 
is added in the same manner as other ingredients, be- 
ing merely dumped into the batch. Little thought is 
given to the proper procedure to follow. It is an easy 
matter to tell when sugar is dissolved in water in the 
initial stage of cooking candy because we actually see 
this happen. But we add a very small quantity of flavor, 
say two ounces, to a viscous batch of candy weighing 
about 100 pounds and we assume that it becomes thor- 
oughly distributed by the more or less empirical mixing 
schedule adopted. Then, too, flavoring materials are 
usually of a volatile nature, so that, if added to hot 
candy, evaporation takes place, resulting in flavor loss. 

Hard candy is one product in which the thorough 
distribution of flavor has proved difficult. By nature, 
this candy is practically moisture free and is_there- 
fore extremely viscous. Mixing must be done when the 
temperature is high enough to reduce its viscosity, 
yet a high temperature increases flavor loss. And, any 
over-mixing has a tendency to reduce the clarity of 
the finished candy. Some candy plants have cooked 
batches of clear unflavored hard candy and then finely 
ground the product. A few ounces of the finely ground 
material are mixed with the flavor and the mixture is 
added to the hard candy batch on the slab. This re- 
duces volatilization of the flavor. Elaboration of this 
procedure can be made; for example, batches may be 
divided, the mixture of flavor and powdered candy added 
to one portion, and then placing the other portion on 
top, mixing the entire batch, thus trapping the flavor. 


Accentuating Fruit Flavor 


Some hard candies contain fruit acids which accen- 
tuate the fruit flavor. The acid may be “wet” with the 
flavor and the mixture utilized in a manner similar to 
that used with the ground candy. 

In candies containing acids, it is a simple mat- 
ter to check up on the mixing operation. Samples of 
candy can be taken at different times during the mix- 
ing operation, weighed aliquots dissolved in distilled 
water and titrated with a standard NaOH solution, to 
determine the acidity. Variations from the calculated 
acidity indicate inadequate mixing. From the results 
obtained, accurate, standard mixing times may be as- 
certained. Here again, is an example of a function of 
Quality Control. 

In spite of all possible effort, certain candies may 
develop so-called “hot spots,” places where the flavor 
is “pocketed.” Then is the time to evaluate the process 
and think of changes to eliminate or reduce this con- 
dition. We have been taught that vacuum kettles are of 
benefit in the production of hard candies of good keep- 
ing qualities because of the elimination of moisture. 
We have believed that adding flavor to the candy in 
a vacuum kettle would be idle, owing to its prompt 

(Please turn to page 66) 
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Specitications for 
Gelatin in Candy 


by THOMAS B. DOWNEY, Ph.D. 


Vice-president in charge of research and production 
Kind & Knox Gelatin Co., Camden, N. J. 


n 1948 THE food industries of the U. S. used 25,000,- 

000 pounds of gelatin in over 1,500,000,000 pounds 
of manufactured foods. Candy manufacturers used close 
to 3,000,000 pounds of gelatin, while the biscuit industry 
consumed over 1,300,000 pounds. 

Gelatin is a unique food; it is seldom consumed alone 
but usually as a component of a manufactured food prod- 
uct to which it has been added in small amount for a 
specific purpose. 

Certain characteristic properties such as its ability to 
form stable foams of large volume, to dissolve easily in 
water, and to congeal to a jelly, as well as its general 
properties as a protein food and powerful protective col- 
loid, are of particular interest to the confectionery manu- 
facturer. 

The gelatin manufacturer in processing controls many 
of these properties. By enhancing certain properties and 
modifying others he can produce gelatins of outstanding 
merit for various industries. Consideration of these prop- 
erties would be helpful to the confectioner in establish- 
ing specifications for those gelatins best suited to his 
requirements. A general specification for gelatin may 
cover the following items: 


General Specification Items 


Type, jelly strength grade, viscosity, pH, bacteria con- 
tent, foam characteristics, solubility, conformation with 
all state and federal food laws for good gelatine, grist. 
and type of shipper. 

Type: There are two distinct types of gelatin, Type A 
(1) produced from skin stock by the acid pretreatment 
process and Type B (1) produced from bone or skin stock 
by the alkali pretreatment process. Type A is customarily 
manufactured at approximately pH 4.0 or higher. It has 
an isoelectric region at approximately pH 7-8.2, is posi- 
tively charged in solution over the region pH 1-8.0. The 
ash content is low. It whips easily to high stable foam 
volume. Type B is produced by various manufacturers 
over the range of pH 5.0 to pH 7.0. It has an isolectric 
region of pH 4.7-5.0 and is negatively charged in solution 
at all pH values above the isoelectric point. The amount 
of ash, consisting chiefly of calcium salts, varies with the 
grade (average grade about | per cent). It whips to high 
very stable foam volume. 

The character of marshmallows can be varied by the 
use of Type A or Type B and in some instances by blends 
of the two types. 

Jelly Strength Grade: The term grade does not apply 
to the purity of the gelatin but to the ability of the prod- 
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Y  gpsrwenae INFORMATION on the use of 
gelatin in candy production will be found 
in G. T. Carlin’s article, “How to Use Egg 
Albumen in Candy,” and in Dr. K. E. Langwill’s 
article, “Gelatin: An Edible Colloid for Confec- 
tionery Uses.” Mr. Carlin’s article appeared in 
the October, 1948, issue of THE MANUFACTURING 
CONFECTIONER starting on p. 30. Dr. Langwill’s 
article appeared in the September, 1939, issue, 
starting on page 18. Dr. Downey's article, 
appearing in this issue of THE MANUFACTURING 
CONFECTIONER, is presented with the coopera- 
tion of the American Ass’n of Candy Technol- 
ogists. For other interesting background data 
on gelatin in confectionery production, readers 
are referred to the series of articles on marsh- 
mallow and gelatin appearing in THE MANUFAC- 
TURING CONFECTIONER during 1927, et. seq. 





uct to form a jelly. In practice the jelly strength grade 
is the strength of the gelatin jelly where measured under 
prescise conditions with the Bloom Gelometer. 


The Bloom Gelometer is a plunger type instrument. It 
permits the measuring of the weight in grams that will 
depress a 14-inch diameter flat plunger 4 mm. into the test 
jelly. The test jelly sample is prepared by dissolving 7.5 
gms. of gelatin in 105 grams of water in 15 minutes at 
60° C. The solution is cooled and aged in a constant tem- 
perature bath for 18 hours at 10° C. plus or minus 0.1C. 
Jelly strength grades are available from 50 to 300 grams. 
The usual grade interval is 25 grams. The Bloom Gelo- 
meter with the procedure for preparing the gelatin sample 
and measuring jelly strength, as adopted by the Gelatin 
Research Society of America, has general acceptance in 
this country and abroad. 


Grades Used in Confectionery 


Members of the confectionery industry are quite in- 
dividualistic and employ all grades from 125 to 250. 
However, the majority prefers the 200 gram grade for 
Type B and the 225 gram grade for Type A. Grade for 
grade, Types A and B are usually, though not necessarily, 
competitive in cost. As they are made from different raw 
materials, changing commodity prices may give one or 
the other a temporary price advantage. The higher jelly 
strength grades 200 to 250 grams are, generally, more 
economical in batch cost for cast marshmallows. 

Viscosity: The viscosity (2) of gelatin is determined 
in 6 2/3 per cent concentration at 60° C. by means of a 
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special flow pipette and expressed in millipoise. Com- 
mercial gelatins are available from 20 to as high as 70 
millipoise. 


Acidity and Alkalinity 


pH: Before the pH scale was developed and popularized 
by Sorensen, acidity and alkalinity were measured by 
titration. This measurement gives the total but not the 
active acidity or alkalinity. Results were very misleading 
particularly with proteins and other products which have 
a very high buffer effect, that is, the ability to absorb 
relatively large amounts of acid or alkali with little 
change in active acidity or alkalinity. Gelatin, a protein 
with a high buffer value, absorbs considerable amounts 
of acid or alkali from the glucose, sugar, and water of the 
marshmallow mix with little change of its pH, i.e., active 
acidity. By specifying a gelatin of the proper pH and 
grade, the confectionery manufacturer has an automatic 
regulator for the pH of his product. Gelatins are avail- 
able over the pH range of approximately 4.0 to 7. Ac- 
cording to the Sorensen scale pH 7 is the neutral point. 
At this point active H + ions (acid) and active OH- 
ions (alkali) are equal in number but extremely small 
in quantity. At pH 6 there are 10 times more H+ ions 
present than at pH 7; at pH 5, 10 times more H + ions 
than at pH 6; and 100 times more than at pH 7. The 
numbers continue in this logarithmic progression to pH 
1. Above pH 7 the OH-ions (alkali) predominate; at pH 
8 there are 10 times more OH-ions than at pH 7; at pH 
9, 10 times more OH-—ions present than at pH 8. The 
numbers continue in this logarithmic progression to the 
top of the scale, i.e., pH 14. 

Determinations of pH on seven well known brands of 
cast marshmallows purchased in local stores show the 


wide spread of pH 4.46 to pH 5.82. It would seem that 
the importance of pH has been overlooked. 

Bacteria Content: The bacteria content should be low. 
Both acid and gas producing organisms should be absent. 
The U.S.P. specifies a count of less than 10,000 per gram 
with absence of E. Coli. 

Solubility: Gelatin should dissolve readily and com- 
pletely in warm water. 

Grist: Various grist sizes or mesh sizes are available, 
however, 30 to 40 mesh (Tyler scale) is usually employed. 
Coarser grists resist solution while finer grists have a 
tendency to lump during soaking and solution. 


Characteristics and Properties 


Summary: Food gelatins of diverse characteristics are 
available to the confectionery manufacturer. These char- 
acteristics can be duplicated by gelatin manufacturers 
with remarkable uniformity and give the confectioner a 
dependable choice of those properties best suited for 
his particular requirement. Specifications can cover the 
choice of two distinct types of gelatin, blends of the two 
types, jelly strength grades of 125 grams bloom to 300 
grams bloom, viscosities of 20 mp. to 70 mp. and pH 
values of approximately pH 4.0 to 7.0. These properties 
influence whipping, foam volume, texture, moisture inter- 
change, and proper selections offer opportunities for 
economy and better uniformity in plant production. 


Notes and References 


(1) This classification is used in the U. S. Pharmacopoeia and has 
been popularized by constant usage by members of the Gelatin 
Research Society of America, Inc. 

(2) J. Ind. Chem. & Eng., 15, 1109 (1923) ; 16, 310 (1924); Anal. 
Ed. J. Ind. Eng. & Chem., 2, 348-351 (1930). 





NEMCA Sponsors Candy Makers Lectures 


A CANDY MAKERS lecture course, sponsored by the New 
England Manufacturing Confectioners Ass'n, will be 
given at the Massachusetts Institute of Technology on 
eight Monday evenings starting February 6. The Mas- 
sachusetts Department of Education, Division of Univer- 
sity Extension, has included this course of lectures in its 
extension program. 
According to Walter R. Guild, managing director of 
the association, the course is similar to one given in 
1938-39 under the same auspices. Cost of the series of 
eight lectures is to be $5 (Veterans of World War II— 
free), and checks for registration are to be sent to the 
Commonwealth of Massachusetts, Department of Educa- 
tion, in advance of the first class. 
Lectures will be of about one hour’s duration with an 
additional half-hour allowed for questions and discussion. 
The lectures to be presented are primarily directed to 
candymakers now employed in the industry and will be of 
particular interest to those employed at the foreman level 
and below. An outline of the speakers and their subjects 
follows: 
Feb. 6: Sugar, Watson A. Bemis, assistant chemist, 
Revere Sugar Refinery. 

Feb. 13: Chocolate, Norman W. Kempf, director of re- 
search, Walter Baker Cocoa & Chocolate Division, 
General Foods Corp. 
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Feb. 20: Albumen, Agar, Gelatin, Molasses, James A. 
King, vice-president, American Molasses Co. 

Feb. 27: Corn Syrup and Starch, John Krno, vice- 
president, Corn Products Refining Co. 

Mar. 6: Milk, Dr. Robert Whitaker, head of Dairy 
Technology Dept., National Dairy Research Labora- 


tories 
Mar. 13: Fats and Lecithin, Oscar M. Stout, Ross & 
Rowe, Inc. 


Mar. 20: Essential Qils, Colors and Flavors, Claude 
Johnstone, Dodge & Olcott Co., Inc. 

Mar. 27: Nuts and Fruits, Donald Montgomery, H. A. 
Johnson Co., New York and Boston 


Almost 200 persons registered for the 1938-39 lecture 
series. Interest in repeating the course at this time is 
high, and a large attendance is expected. 

C. E. Worthen, Jr., James O. Welch Co., is chairman 
of the association’s industrial relations committee, which 
handled details of the course. Other members of the com- 
mittee are: Gordon Godfrey, C. S. Allen Corp.; Alfred 
A. Gruhn, C. N. Miller Co.; Lawrence L. Lovett, Deran 
Confectionery Co.; William Maier, W. F. Schrafft & Sons 
Corp.; Frank Webb, New England Confectionery Co.; 
and George A. Schultz, associate director of the New 
England Manufacturing Confectioners Ass’n. 
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How to Use Adhesives 


in Your Packaging 


by SAM SCHULLER 


Technical Director, Paisley Products, Inc. 


I° WE WISH to consider the widespread use of adhesives 
in modern food packaging, we have only to walk into 
any grocery store and examine practically any article 
on the shelves. We then become conscious of the impor- 
tant role played by adhesives in bringing all of our food- 
stuffs from the farm and factory to the consumer in an 
efficient and appealing manner. We find that adhesives 
were used either to make or label all of our principal 
food containers. The developenmt of proper adhesives 
has made possible the use of newer and better food pack- 
aging materials, such as cellophane, acetate, saran, plio- 
film, foil, and special water resistant paper and board. 

In discussing the use of adhesives in food packag- 
ing, it is well first to consider the nature of adhesion. 
The factors which cause adhesion are principally of two 
kinds: specific and mechanical. 


Specific Adhesion 


In specific adhesion the action is chemical and is thought 
to be caused by the molecular forces of operating between 
the surfaces of the articles to be glued and the adhesive 
film, or between the surfaces across the adhesive layer, or 
between the surfaces and the interior of the film, or a com- 
bination of all three. This means that the range of the 
molecular attractions must breach across the film thick- 
ness and that the molecules touching the solid surfaces 
should become oriented so that, through chain effects, the 
attraction will be extended through the film and on to the 
surfaces to be glued. It also means that the adhesive 
forces between the bonded surfaces, must be greater than 
the cohesive forces of the molecules of the adhesive film 
itself, or the glued article will fail at the glue line when 
subjected to stress. With the selection of the proper ad- 
hesive, this failure will always be within the structure of 
the bonded article and not at the bond. 

Mechanical adhesion is, as the name implies, adhesion 
due to physical effects. It is the keying or interlocking 
effect produced by the penetration of the adhesive into the 
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pores and covering by it, of all surface irregularities. 
Mechanical adhesion carries along with it, specific ad- 
hesion to a greater or lesser degree, depending on the 
type of adhesive and the kind of surface. 


Performance Factors 


Other factors of great importance for good perform- 
ance of an adhesive are the use of thin adhesive films 
and clean surfaces. Chemical affinity, or adhesive at- 
traction, is dependent upon close physical contact of the 
material being joined by the aid of adhesives. Numerous 
tests show that the thinnest adhesive film that thoroughly 
coats the material surfaces has the greatest adhesive 
strength. It should not be applied like mortar between 
bricks. 

It has been estimated that there are more than 400 
different raw materials and chemicals used today in ad- 
hesive formulations, and the varieties obtainable from 
working with this vast array of materials is endless. How- 
ever, let us consider the properties of the more commonly 
used basic raw materials to determine their suitability for 
certain food packaging operations. 


Starch Adhesives 


By far the largest single class of adhesives consists of 
those using starch or derivations of starch as a base. Syn- 
thetic resins have made significant in-roads into this 
older class. Nevertheless, the consumption of starch ad- 
hesives will always remain comparatively large. There are 
many uses for adhesives where water resistance is not re- 
quired and where quick tack and re-tack characteristics 
are necessary. These properties, coupled with the fact 
that starch adhesives are less costly than resins, are odor- 
less, non-toxic, flexible in application, assures them wide 
acceptance by adhesive consumers for a long time to 
come. 

Theoretically, any starch can be used as raw material 
for the manufacture of the starch derivative to be used as 
an adhesive base. The types of bases obtained from the 
different starches are, however, widely different. The 
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CHICAGO 
LOS ANGELES 


« 
GENERAL MILLS 


TRAY-LOCK MACHINE 


and Finished Edge Carton Former 


now made and sold by 


“PACKAGE” 


The acquisition of the General Mills Tray-Lock machine and the Fin- 
ished Edge Carton Former places “PACKAGE” in a better position 
than ever to render the broadest possible service to package goods 
manufacturers. These machines, together with our Palmer General 
Purpose Carton Former, were originally developed by F. D. Palmer and 
are meeting the packaging requirements of a wide variety of products. 


LOWER COSTS 


—so urgently needed today—are being achieved in plant after plant. 
Using inexpensive die-cut blanks, the machines produce finished trays 
and cartons that are sturdy, neatly formed and ideally suited to bigh- 
speed overwrapping. The savings over the cost of buying factory proc- 
essed cartons, and on the cost of erecting or forming cartons by hand, 
are truly striking. A machine often pays for itself in a matter of months. 


THE TRAY-LOCK machine sets up lock-type trays and cartons from flat 
die-cut board that requires no gluing. Handles a wide range of carton 
sizes and styles, including end lock, side lock, hinge cover and display 
top cartons. 

THE FINISHED EDGE CARTON FORMER sets up open top double-wall 
trays or cartons from flat die-cut board. No gluing required. All four 
edges are finished. They may be used as is or as tops and bottoms of 
telescope boxes. Web corner construction of the finished edge retards 
leakage when packed with fish, frozen foods, etc. 


Speeds of up to 90 cartons per minute are possible with either ma- 
chine. One person can feed a number of machines. 


For lower carton costs don’t fail to get complete information 
on these machines. Write or phone our nearest office. 


PACKAGE 


Teeemediie” amenar iene aiiuione. wok MACHINERY COMPANY 
SAN FRANCISCO SEATTLE TORONTO MEXICO, D.F. 
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starches of commercial importance are principally tapi- 
oca, corn, potato, and to a lesser degree, wheat, sago, and 
sweet potato. 

Tapioca starch had been found superior to starches 
of other origin in that: 

1.—The dispersions of tapioca adhesives are clear. 

2.—The dispersions maintain a more uniform viscosity 

over a period of time, as compared with dispersions 
of other starch bases, probably owing to the lesser 
tendency of converted tapioca starch to revert or set 
back as compared with other starches. 

3.—Tapioca adhesives are as a rule, gummier than ad- 

hesives made from other starches. 

Corn starch, which commercially is next in importance 
to tapioca starch for the manufacture of adhesives, forms 
products that are opaque and films which are rather dull 
in appearance. Aqueous adhesives made with corn starch 
bases have a tendency to get pasty. Upon agitation, it 
will become fluid again, but will revert to its pasty charac- 
ter if allowed to stand unagitated for several days. The 
manufacturer using adhesives, also finds that with tapi- 
oca products, he has less trouble in maintaining produc- 
tion because of the lesser tendency towards changes in 
viscosity. Also, the adhesiveness of corn is not as good as 
tapioca. Their consistency is “short” as compared with 
the “long” gummy consistency of tapioca. Corn starch 
adhesives generally form more brittle films than tapioca 
adhesives, particularly, where white dextrines are used 
as the base. In spite of these differences, corn starch is 
used as a base for many adhesive products where quick 
tack and high speed of operation are not of paramount 
importance. 


Potato Starch Adhesives 


Potato starch forms adhesive bases which are satis- 
factory for many purposes. The adhesiveness of potato 
starch is nearly as good as that of tapioca, and the films 
are clear and glossy. However, potato starch adhesives 
set back or revert faster than tapioca adhesives. Another 
minor disadvantage of potato starch adhesives is their 
odor and taste. 

Adhesive bases made from starch are usually in the 
form of white and canary dextrine and British gums. 
These products are made by heating dry starch, sprayed 
with small amounts of acid. The large glucose polymer, 
making up the starch molecule, is broken down into 
smaller units, principally through hydrolytic scission and 
fragmentation due to heat. To a lesser extent, adhesive 
bases consist of modified starches such as thin boiling, 
oxidized, or enzyme modified starch. 

Adhesives made from these starches are used in a great 
variety of ways. Chief among their standard uses are 
manufacture, sealing and labeling of cases, cartons, bags, 
boxes, fibre containers, tight wrapping of cereal boxes, 
and in the labeling of cans and bottles. This includes the 
use of so-called “Ice-Proof” glues, that will keep the 
beer and soft drink labels on the bottles when immersed 
in ice water. 


Animal Clue 


Another important type of adhesive is made from ani- 
mal glue. Animal glues are made from cattle and hog 
skins and bones. Animal glue manufacturers now pro- 
duce some 150,000,000 pounds of glue annually. 

Animal glue is characterized by distinct properties. It 
exhibits both mechanical and specific adhesion. Animal 
glue, being a fiberous protein, produces a stronger and 
more flexible film than can be obtained with starch. The 
glue film is also tougher than starch film, and advantage 
is taken of this property in a number of ways. As an ex- 
ample, animal glue is preferred to dextrine glues for tube 
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winding, where a firm paper tube is required. These ani- 
mal glues, however, are more expensive than starch glues 
and in many cases the added expense does not justify 
their use. 

Animal glue must be dissolved in hot water and used 
while warm. If allowed to cool, it sets up to a jell im- 
mediately. It is precisely this property of quickly chang- 
ing from a solution to a jell that makes animal glue so 
valuable, whereas a film of starch adhesive has to lose a 
certain amount of water in order to become sufficiently 
concentrated to effect a bond and animal glue film, due to 
its jelling property, provides a high rate of tack and en- 
ables the adhesive user to run his machines at high speed. 


“Non-Warp” Glues 


Animal glues are used as fast setting adhesives in the 
manufacture of folding boxes. Combined with plasti- 
cizers, they are used very widely in the manufacture of 
set-up boxes on machines. These so-called “non-warp” 
glues are used to wrap a cardboard box with a fancy and 
colorful label that we see on our candy boxes. 

A large class of useful adhesives has been developed 
with casein as the base. One of the chief advantages of 
this type of product is that casein solutions can be made 
irreversible in drying, thus producing a water resistant 
bonding film. Most casein adhesives, therefore, are used 
where water resistance is required, though there are a 
number of casein adhesives used industrially for non- 
water resistant gluing operations. Casein glues are used 
in the manufacture of drinking cups, straws, ice cream 
pails, and a great variety of food containers. Casein is 
also widely used for adhesive purposes, either as such, or 
as a soluble casinate with synthetic resins, natural and 
synthetic rubber latices, dextrines and resins. 

With the development of synthetic or even natural high 
polymeric adhesives, improved body characteristics and 
strength properties, as well as water resistance and other 
desirable qualities, have been obtained. High polymeric 
materials include all substances which may be considered 
as consisting of large multiples of monomeric units, 
found either by polymerization or by condensation. Cel- 
lulose, rubber, and vinyl resins are examples of high 
polymeric materials used in adhesives. 


Emulsion Type Adhesives 


Probably the greatest emphasis is being placed on the 
development of adhesives from polyvinyl acetate in the 
form of an emulsion. Emulsion type adhesives are pre- 
ferred to the solvent or hot melt type, in that they have 
no disagreeable odor and fire hazard, do not need any 
heated equipment, can be thinned and cleaned out with 
water, and in general are usable on regular gluing equip- 
ment. 

Polyvinyl acetate adhesives have excellent compatability 
with other synthetic resins and various plasticizers and 
solvents. In the compounded form they can be made to 
stick to difficult to adhere surfaces such as, moisture- 
proof cellophane, cellulose acetate, aluminum foil, and 
special coated paper such as waxed glassine, which are 
used in the manufacture of potato chip bags. They also 
serve as a base for the water resistant glues to be used in 
the manufacture of the paper milk containers. A good 
portion of food packages for overseas shipments during 
the war, was sealed with water resistant vinyl adhesives. 

These papers, such as kraft and glassine, are often 
treated with urea or melamine formaldehyde resins, to 
increase their wet strength. These papers are used in 
single wall or multiwall bags, cartons and shipping con- 
tainers and liners and many other purposes for which 
they could not formerly be used if exposed to any degree 

(Please turn to page 39) 
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CANDY 
PACKAGING 
CLIMC 


CODE PK2A50 
Chocolate Cordials 


Description of Package: Rectangular, 
full telescope package featuring city 
street scene. Purchased in a New 
York City manufacturing retailer 
shop at 75 cents a half pound. 

Size and Shape: Rectangular: 10%” 
x 414” x HH”. 

Materials: Boxboard with calendered 
white paper overwrap on outside and 
brown paper covering for inside of 
top and bottom. 

Design: Main panel features a city 
street scene in green, pink, black, 
and white which runs across entire 
panel. Alternate pink and white cir- 
cus stripe escalloped awning is top 
border and extends down one side. 
Ingredients in pink reverse on one 
side, Name of candy in white and 
pink and green on top panel. 

Colors: Green, pink, black, and white. 

Typography: Excellent. 

Originality: Excellent. 

Class of Trade: Candy, drug, and de- 
partment store. 

Appearance of Box on Opening: Ex- 
cellent. 

Box Findings: Embossed wadding on 
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DUPLEX BAGS FOR packaging a variety of candies 
made by the R. H. Hardesty Co., of Richmond, Virginia. 
are shown at left. The bag’s double cellophone layers 
make it more durable, thus keeping the candy fresh and 
protecting it from any rough handling in shipment. 





RYAN CANDY CO., LTD. is introducing “Hopalong Cassidy Bar” 
(above). The wrap will carry a picture of William Boyd, who por- 
trays Hopalong, and each wrapper will carry a premium coupon 
to be featured in each community by various advertising medica. 


glassine. Brown board _ dividers. 
Index to candies runs length of box 
and is printed on gold in black on 
liftout board. Pieces individually 
wrapped in foil of different colors. 

Sale Appeal: Excellent. 

Display Value: Excellent. 

Remarks: This is one of the most 
attractive packages in this price 
range ever studied by the Clinic. The 
sharp printing, excellent choice of 
typography, and the obvious con- 
sidered care in making the ingredients 
and contents legible to the customer 
all are commendable features. Be- 
cause of the detail on the main panel, 
it is suggested the name of the firm 
be made more distinct, so as to in- 
crease the memory value of the 
package, however. 


CODE PK2D50 
Conversation Hearts 


Description of Package: Rectangular, 
setup folding box with tuckin lock- 
ing ends and rigid acetate window. 
Purchased in a _ Libertyville, IIL, 
supermarket, at 12 oz. for 25 cents. 

Size and Shape: Rectangular: 434” x 
33%” x 2%” 





THIS UNUSUAL CANDY package, a window carton in a great- 

grandfathers-clock design. has been developed by Sylvania Divi- 

sion, American Viscose Corp., as a packaging suggestion for the 
candy trade. The hands on the clock can be moved. 


Materials: Boxboard. Rigid acetate 
window. 

Design: Stripes simulating peppermint 
stick candy run horizontally across 
main panel and sides. These are 
broken by rigid acetate window in 
center of main panel and about half 
way down sides. Bottom panel carries 
message from manufacturer as to 
quality. Circular, pasteon label on 
one end panel carries name of candy, 
ingredients, weight, in reverse white 
on red. See remarks. 

Colors: Red, black, on white. 

Typography: Good. 

Originality: Good. 

Class of Trade: Drug, department, and 
candy store. 

Appearance of Box on Opening: Good. 

Box Findings: None. 

Sales Appeal: Very good. 

Display Value: Very good. 

Remarks: This is a very sturdy pack- 
age offering considerable protection 
and attraction. Colors of the conver- 
sation hearts, showing through the 
rigid acetate window, aid in enhanc- 
ing attractiveness and appeal of this 
package. Sturdy construction of 
package permits versatility in ar- 
rangement for display. Use of pasteon 
label to identify candies and ingre- 
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PLIOLITE 
DIAFANE 


is not our only Pliolite coated 
material. Developments on other 
| base papers are well under way 
- in fact, already in use on 
Opaque glassine and on vege- 
lable parchment. If your packag- 
ing problem calls for something 
entirely new — whether a liner, 
wrap or bag — Investigate! 
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PLIOLITE DIAFANE 





When two big companies, each leaders in their respective fields, collaborate to produce 


a better paper for packaging — it’s certainly worth your careful investigation. 


Riegel’s Pliolite Diafane was released for restricted commercial use more than a year 
ago, after lengthy experimentation by our own technicians in collaboration with Good- 
year’s Pliolite specialists. As a result of its thoroughly proven commercial value, this 
paper is now presented for general use where very high moisture protection is neces- 


sary, and cost a deciding factor. 


Tests on machine-made packages wrapped in seven leading moisture-proof materials, 
have shown Pliolite Diafane second only to Goodyear’s Pliofilm in its moisture-resistant 
qualities. In addition, it is transparent and glossy, inexpensive to print, sealable with 


heat or glue, and it works efficiently on all packaging machines. 


The use of Pliolite Diaphane is definitely recommended for the packaging of popcorn, 
roll film, potato chips, dehydrated foods, prepared flours, soup mixes, hygroscopic 
chemicals, and a wide range of other products calling for a really moisture-proof 


package without attendant high cost. Write for samples and detailed data. 


RIEGEL PAPER CORPORATION 


342 Madison Avenue - New York, N. Y. 
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KIWI 
CODE DATER 


Easily attaches to any conveyor. 
Operates in any position—top, side, 
or bottom. Any numeral or letter 
combination. Once a day service. An 
automatic marker and pricer at rea- 
sonable cost, that spots mark where 
you need it. Helps stock rotation at 
all points. For details, write: 


KIWI CODERS CORP. 


3804 N. Clerk St., Chicago 13, Il. 








Sarees 


Specialists 
in 
Tying Ribbons 
Setin and Novelty 
Effects 
“Where Quality 
Merchandise 
Costs No Mere" 














Brokers... 


For new candy lines, list your 
firm in the Confectionery Brokers’ 
Section of THE MANUFACTUR- 
ING CONFECTIONER and THE 
CANDY BUYERS' DIRECTORY. 
Low rate is only $15 a year. 


THE MANUFACTURING 
CONFECTIONER 


9 Clinton St., Chicago 6, Ill. 














SUPPORT YOUR 1950 FUND CAMPAI 
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Materials: 


Description of Package: 





dients helps make this a versatile 
package for various types of seasonal 
specialties. Manufacturer has cleverly 
identified firm and its candies by 
incorporating name in design on side 
and end panels. This is a commend- 
able example of how a stock package 
can be converted economically and 
efficiently into an individualized con- 
tainer for seasonal candies. 


CODE PK2M50 
Buttercream Chocolate Bar 


Description of Package: About 2%” 


square, this bar is offered in a blue 
and yellow wrap. Weighing 1 oz., 
and selling for a nickel the bar is 
packed 24-count in a blue and butter 
yellow display carton. The carton is 
a full telescope, setup folding box, 
10” x 534” x 2%", with the bars ar- 
ranged in three layers, and separated 
by layerboards. Sent in for analysis 
as PK2-4 by the manufacturer. 

3ars are wrapped in glas- 
sine. Display carton is chipboard. 
Bars have brown card. 


Design: Bar wrap features a circle of 


blue with diamonds of butter yellow. 
Name of candy appears in blue and 
yellow. Ingredients and weight ap- 
pear in yellow reverse. Carton fea- 
tures name of firm in blue on yellow 
strip running across top and name 
of candy in blue and yellow on mor- 
tised blue panel. Additional data and 
instructions for display appear in 
yellow reverse on blue. 


Typography: Good. 

Appearance on Opening: Good. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: An attractively wrapped bar 


and attention-getting display carton. 





CODE PK2N50 
Chocolate Mint Bar 


About 2%” 
square, this bar is offered in a light 
green glassine wrap and weighs 1 oz. 
Retailing for 5 cents, it is packed 
24-count in a display carton of ap- 
proximately the same color. Carton 
is full telescope, three-layer, folding 
setup box. Sent in for analysis by 
manufacturer as PK2-5. 


Materials: Bars are wrapped in glas- 


sine. Display carton is chipboard. 
Bars have brown card. 


Design: Bar wrap is solid green ex- 


cepting for unprinted white bottom. 
Name of candy appears in white let- 
tering centered inside four white cir- 
cles. Ingredients and other data ap- 
pear around circumference of outer 
circle. Display carton features name 
of candy inside two white circles on 
green background. Below this de- 
sign appear additional data instruc- 
tions for display in white reverse. 
Circle designs appear on sides and 
ends, also. 


Typography: Good. 
Appearance on Opening: Good. 


Sales Appeal: Excellent. 

Display Value: Excellent. 

Remarks: This is an especially pleas- 
ant green which well connotates 
mint and is singularly noteworthy 
for its clean, inviting appearance. 





CODE PK11M49 
Milk Chocolate Bar 


Description of Package: Rectangular 
bar wrapper in cream color with 
raised green printing. Folded at ends. 
Purchased in a Chicago department 
store candy section at 15 cents, this 
13%-ounce bar is a product of Bel- 
gium. 

Size and Shape: Rectangular: 43%” x 
1%” x 5%”. 

Materials: Paper with inner wrap of 
silver foil. 

Design: Name of candy appears in 
raised green script on cream back- 





The Candy Packaging Clinic 
of THE MANuFacTuRING Con- 
FECTIONER will be glad to ana- 
lyze your candy packages and 
to publish coded reports on the 
findings in this department 
without cost. Firms requesting 
Candy Packaging Clinic anal- 
ysis should send duplicate sam- 
ples of their packages and state 
the price and contents, so that 
allowance for price levels may 
be considered by the Candy 
Packaging Clinic. Please send 
samples to: The Candy Pack- 
aging Clinic, THE MANUFAC- 
TURING (CONFECTIONER, 9 S. 
Clinton St., Chicago 6, Ill. 
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ground across entire top of bar wrap- 
per. Identification of bar appears in 
large green lettering on two sides. 
Trademark and place of manufac- 
ture appears on ends and on bottom. 

Colors: Green on cream. 

Typography: Good. 

Class of Trade: Drug and department 
store. 

Appearance on Opening: Good. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: An attractive wrapper es- 
pecially noteworthy for its simplicity 
of design and its neatness of fold 
Excellent foil inner wrap kept bar in 
good condition. 





CODE PK2C50 
Licorice Candies 


Description of Package: Cellophane 
wrapped, setup folding box with 
locking tuckin ends. A rectangular, 
half-pound package, this container 
was designed to provide protection 
for the candies in shipment from 
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the plant in England. Priced at 29 
cents. Sent in for analysis as PK2-2. 

Size and Shape: Rectangular: 5%” x 
3%” x 1%”. 

Materials: Chipboard. Cellophane. 

Design: Six-color reproduction of con- 
tents is featured on main, side, and 
end panels. Bottom panel displays 
two-color award certificate. Name of 
candy in simulated scroll at upper 
left of main panel. Ingredients list 
pasted on main panel below this. 

Colors: Six-color reproduction. 

Typography: Little used, but this is 
good. 

Originality: Good. 

Class of Trade: Drug, department, and 
candy store. 

Appearance of Box on Opening: Good. 

Box Findings: Wax paper liner. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: Because of danger of break- 
age during transocean shipping, 
window for showing contents was 
not incorporated in design of this 
package. Designer achieves excellent 
portrayal of contents, however, by 
using six-color reproduction of can- 
dies on main, side, and end panels. 
Package is of convenient size for 
take-home sale, and well designed 
for display, especially in  super- 
markets. 


CODE PK2G50 
Chocolate Coated Milk Balls 


Description of Package: Double wall 
cellophane bag about 8%” by 3%”. 
Krimp sealed. Purchased in a 
Libertyville, Ill, supermarket at 8 
oz. for 29 cents. 

Materials: Cellophane. 

Design: Center of bag serves as win- 
dow and is bordered by red and 
white stripes running diagonally 
vertical. Name of candy on white 
background in red above and below 
these stripes. Logotype and ingre- 
dients and name of manufacturer in 
red on white. 

Colors: Red on white. 

Typography: Good. 

Originality: Good. 

Class of Trade: Drug, department, and 
candy store. 

Appearance on Opening: Good. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: A package affording good 
protection against break through. 





CODE PK11C49 
Cordial Cherries 


Description of Package: White, rec- 
tangular, open top package wrapped 
in cellophane. Purchased in a Chi- 
cago chain drug store at 29 cents 
a half pound. 

Size and Shape: Rectangular: 8%” x 


31%” x 1%”. 








Materials: Chipboard. Cellophane. 

Design: Cordials in egg crate dividers 
show through cellophane wrapper. 
Name of firm and candy in red and 
brown on side and end panels com- 
prise design. 

Colors: Red and brown on white. 

Typography: Little used, but this is 
good. 

Class of Trade: Drug, department, 
and candy store. 

Appearance of Box on Opening: Good. 

Box Findings: Egg crate dividers and 
brown wax paper cups. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: Highlight of this package is 
care given in designing egg crate 
divider to be large enough, so that 
ends extend beyond interlockings to 
protect individual cordials. Another 
novel feature is fold-over tab at right 
end of package, which is designed 
evidently to aid in pulling tray of 
cordials from cellophane wrapper. 





CODE PK2B50 
Assorted Pecan Candies 


Description of Package: Rectangular, 
full telescope, one-layer package fea- 
turing a ranch scene on a simulated 
wood background. Sent in for analy- 
sis as PK2-1. One half pound. No 
price stated. 

Size and Shape: Rectangular: 8%” 
x 7%" x KH". 

Materials: Boxboard with simulated 
wood paper overwrap on top. Bot- 
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tom overwrapped with brown paper. 


Cellophane wrapped. 

Design: Ranch scene printed in deep 
brown at lower right of main panel. 
Name of candy in center. Name of 
firm at upper right. Additional 
information on candies printed at 
lower left and diagonally opposite 
at upper right is a series of musical 
notes. All printing is in deep brown. 

Colors: Deep brown on tan. 

Typography: Little used, but this is 
good. 

Originality: Good. 

Class of Trade: Drug, department, and 
candy store. 

Appearance of Box on Opening: Good. 

Box Findings: Embossed paper on 
glassine wadding. Wax paper liner. 
White board liftout tray. Brown and 
white wax paper cups. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: A package noteworthy for 
its distinctive appearance. Design 
well carries out rodeo theme planned 
by manufacturer to distinguish this 
candy. 


CODE PK2050 
Toffee Pieces 


Description of Package: Circular met- 
al container 6” in diameter and 2%4” 
high, which has affixed key for open- 
ing. Weight 14 oz. No price stated. 
Sent in for analysis as PK2-6. 

Size and Shape: Circular: 6” diameter 
x 24%” high. 

Materials: Metal. 

Design: Top panel features blue back- 
ground on which appear name of 
candy in large white lettering, the 
insignia of the firm, and identifica- 
tion in gold. Gold stars, and a red, 
white, and gold border form outer 
circumferences. Gold stars on a blue 
band, blue lettering on a gold band, 
and three alternate red and white 
stripes appear on sides. 

Typography: Good. 

Originality: Good. 

Class of Trade: Drug, department, 
and candy store. 

Appearance of Box on Opening: Good. 

Box Findings: Glassine liners. Pieces 
individually wrapped in _ various 


colored glassine-backed foil and 
twist wrapped in cellophane. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: An attractive, sturdy con- 
tainer well designed for protection 
of its contents. As some difficulty 
was experienced in opening this con- 
tainer, due to the metal tearing off, 
it is suggested ease of opening be 
checked on other tins. 


CODE PK11L49 
Hard Candy Novelty 


Description of Package: Rectangular, 
set-up folding box with tuck-in ends. 
Novelty container is plastic bank in 
shape of bowling pin. Purchased in a 
Chicago manufacturing retailer shop 
at 85 cents. 

Size and Shape: Package is 7” x 25%” x 
25%”. Bowling pin novelty is approxi- 
mately same size. 

Materials: Package is chipboard. Bowl- 
ing pin novelty is molded plastic. 
Design: Picture of pin drawn with 
facial expression appears on one 
panel in red and white. Sides and 
ends are red and carry description of 
novelty in white reverse and in black. 

Novelty itself is red and white. 

Colors: Red and black on white. White 
and black on red. 

Typography: Good. 

Originality: Good. 

Class of Trade: Candy, drug, and de- 
partment store. 

Appearance of Box on Opening: Good. 

Box Findings: Pieces individually twist 
wrapped in cellophane. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: An attractive novelty item 
for children. Well made and certain 
to have long retention value. 


CODE PKII1E49 
Butter Candies 


Description of Package: Rectangular, 
folding, set-up package with die cut 
window and tuck-in locking ends. 
Purchased in a Chicago chain drug 
store at 29 cents for a half pound. 

Size and Shape: Rectangular: 7” x 3%” 
x 14%”. 


Materials: Chipboard. Cellophane. 

Design: Main panel has die cut win- 
dow backed with cellophane. Name 
of firm appears above window in 
lettering simulating Scotch plaid. 
Name of candy appears below win- 
dow in red script. Outline of butter 
and candies at left. Sides and ends 
are printed in simulated Scotch plaid. 

Colors: Red, blue, yellow, green on 
white. 

Typography: Good. 

Originality: Good. 

Class of Trade: Drug, department, and 
candy store. 

Appearance of Box on Opening: Good. 

Box Findings: Pieces individually twist 
wrapped in cellophane. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: A pleasing package, with 
considerable “motion” being achieved 
in the main panel design. 


Heart Shaped Jelly Candies 


Description of Package: Double wall 
cellophane bag, about 8%” long by 
314” wide. Purchased in a Liberty- 
ville, Ill., supermarket, at 19 cents 
for 12 oz. Die cut paper closure 
stapled at top. 


Materials: Cellophane. Paper closure. 


Design: Cellophane bag features white 
doily effect at top and bottom. Re- 
mainder of bag clear. Closure is red, 
carries Valentine message in white. 
Novel effect is achieved in space for 
price stamping by making this area 
heart shaped instead of the conven- 
tional round spot. 

Colors: Red, black, white. 

Typography: Little used, but this is 
good. 

Originality: Good. 

Class of Trade: Drug, department, and 
candy store. 

Appearance on Opening: Good. 

Sales Appeal: Good. Pleasant coloring 
of the red hearts shows through 
cellophane container, makes inviting 
appearance. 

Display Value: Good. 

Remarks: A package that gives con- 
siderable protection to the contents. 
Die cut closure adds to attractive- 
ness. 
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The products described help keep you up-to-date on 
new packaging equipment and materials of all types. 
The items below are coded for your convenience. For 
any further information, write to The Manufacturng 
Confectioner, 9 S. Clinton St., Chicago 6, Ill. Use the 
handy coupon on page 35. 











Illustrated Bulletin on Containers 


An enlightening illustrated bulletin has been released 
by a manufacturer of transparent plastic containers and 
other products. The bulletin shows a variety of uses of 
the containers with illustrated applications. Code P2C50. 


Adhesives and Applications 


Many varieties of adhesives and applications are listed 
in this new pamphlet. The manufacturer states that this 
pamphlet has been prepared especially for new users of 
adhesive materials. It acquaints them with the large 
variety of adhesive raw materials and chemicals now 
being employed to meet the production requirements of 
all industries. Code P11P49. 


New Pop Wrap Machine 


A limited number of cellophane heat sealing and crimp- 
ing pop wrap machines will be marketed by this manu- 
facturer. It is claimed that this machine compared to 
current type machines will save 20 to 30 percent on the 
cost of labor. Code P2G50. 


Aluminum Candy Packages 


Using pint-size trays with a corrugated crimp on the 
lids, a company packages it’s fudge. Product identity 
is achieved with attractive paper labels attached to the 
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NEQ AUTOMATIC roll labeling attachment and label imprinter 

for “Model MPS” wrapping machine is announced by Miller 

Wrapping & Sealing Machine Co. Labels up to 3 x 4 in. can be 
applied by this device, firm states. 


for February, 1950 


What the candy 
industry is 
saying about 


“Most important advancement in the candy field 
in 10 years.” 


“Expect to triple our net profit.” 


“Our customers insist that their shipments be 
protected with Desiccite.” 


“We manufacture all year around now — never 
was possible before.” 


“Protected our displays and increased our sales 
— also eliminated losses.” 


“Candy manufactured in February just as fresh 
in December—looks like it was made yesterday.” 


Candy manufacturers, jobbers and buyers all 
save thousands of dollars annually and increase 
their sales when candy is protected against 
moisture damage with Desiccite #25. 


Dry Pack with 


DESICCITE 
‘2 


GET THE FACTS—write your nearest Desiccite distributor 


L. H. Butcher Co., Los Angeles, San Francisco, Port- 
land, Seattle, and Salt Lake City; Eaton Chemical 
& Dyestuff Co., 1490 Franklin Street, Detroit; Prior 
Chemical Corp., New York City; Thompson- Hay rward 
Chemical Co., Main Office in ‘Kansas City, Mo. and 
branch offices throughout principal cities in central 
and southwestern states. 


FILTROL CORPORATION General Offices: 634 S. Spring St., los 


Angeles 14, California. Plants: Vernon, California and Jackson, Mississippi. 


*T.M. REG. U.S. PAT. OFF 
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PACKING 
SPECIALTIES 


Bags and packages to fit your 
exact specifications. For individ- 
ual candies and bulk packaging 
of year, round and holiday spe- 
cialties. Free design and con- 
sulting service. Printed with a 
handsome special design or de- 
livered plain. Write today for 
sample kit and name of your 
nearest jobber. 


for 


Makers of Candy Bags Since 1893 


Address: Dept. 4 at either Main Street, Kensington, 
Connecticut or 4711 Foster Avenue, Chicago 30, Il. 


THE AMERICAN PAPER GOODS CO. @& 








FA 1 WRAPPING 
MACHINES 
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ANDY manufac- 

turers both large 
and small prefer 
IDEAL WRAPPING 
MACHINES because 
they provide the 
economies of fast 
handling along with 
dependable, wuninter- 
rupted operation. In 
use the world over, 
IDEAL Machines are 
building a service record 
that stands unmatched and 
unchallenged! Our unquali- 
fied guarantee is your pro- 
tection. Two models avail- 
able: SENIOR MODEL 
wraps 160 pieces per min- 
ute; the new High Speed 
Special Model wraps 325 
te 425 pieces per minute. 
Investigation will prove 
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these hi are adapted 
te your most exacting re- 
quirements. 





WRITE FOR COMPLETE 
SPECIFICATIONS AND PRICES 


IDEAL WRAPPING MACHINE CO. 


MIDDLETOWN, N. ao U.S. A. 
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lids. An ideal sales package for retail outlets, the easy-to- 
stack design of the aluminum containers permits the re- 
tailer to build excellent mass displays. The recessed lids 
make it easy to build point of purchase displays without 
danger of the display slipping or shifting position. The 
sparkle of aluminum also helps attract the buyers atten- 


tion. Code P2F50. 


Blank Medallion Attaching Device 


A medallion attaching device now makes it easy for 
dealers to price-mark cellophane-wrapped packages. 
This simple mechanism attaches a small blank label in a 
corner of the package or in any other desired location 
on the top of the package. The labels are merely fed to 
the magazine of the attaching device and from then on 
the process is entirely automatic. Code P2E50. 





Plastic Candy Scale 


The manufacturer of this new plastic candy scale 
states that it is easy to clean, has no paint to chip and 
no metal to rust. The scale is 6 in. wide, 14 in. long and 
13 in. high, with a capacity of 3 lbs. Code P2D50. 





Spring and Summer Display Guide 


A 1950 display materials catalog is announced by this 
display materials manufacturer. Illustrated in the book 
are many seasonal photomurals, continuous design ma- 
terials, and three-dimensional display units, all in color, 
as well as standard construction materials and novel dis- 


play accessories. Code P2A50. 





Candy Label Design Service 


A specialist in the design and manufacture of candy 
labels, this firm offers “economical” and “fresh” labels 
in the following types: grease-proof, heat seal for crimp- 
ing bag folds, automatic thermoplastic application, or 
regular gummed and ungummed. For data, circle Code 


P11049. 


Semi-automatic Cartoner 


A large manufacturer of automatic cartoning machines, 
has perfected a new, semi-automatic cartoner. Conceived 
and engineered to meet the need for a fully adjustable 
machine, capable of handling an extremely wide range of 
carton sizes ranging from a minimum of 14 x 34 x 244 
inches, to a maximum of 31/4 x 314 x 8 inches it is stated. 
In operation, the machine feeds a folding carton (air- 











Circle Code Numbers and Mail Coupon for Literature 
on Any Item Discussed in This Section te The 
Manufacturing Confectioner, 9 S. Clinton St., Chicago 
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plane or reverse tuck) from a magazine, — it, and 
tucks the bottom flaps. Held securely by the op 
lugs and guide rails, the cartons are carried upright along 
the loading stations. A maximum of three operators can 
be used to insert the load in the open top end of the 
carton, after which the top flaps are tucked and the 
finished package discharged for subsequent handling. 
It is stated the machine speed caw be quickly changed 
thruout a range of 25 to 120 cartons per minute. Code 
P2B50. 


New Type of Clamp for Use in Merchandise-Display 


This spring type clamp can be used to display show 
cards, sigs, and price tags, and to clip labels and smaller 
elements on larger ones. It can grip boxes of various 
sizes, drapes, flower pots, and various other articles. 
Code P11LA9. 


High Speed Wrapper 


A high speed machine that twist wraps 650 pieces per 
minute, or fold wraps 500 pieces per minute is available 
from this firm. This unit is interchangeable two ways— 
from one piece size to another, and-or to fold or twist 
wrap. Handles rectangular or cylindrical shaped pieces. 


Code P11M49. 


Special Wrapping Machines 


This organization is concentrating on special types of 
candy wrapping and foiling machinery, mainly for the 
moderate size manufacturer who wants quickly to change 
from one size to another, although certain high-speed 
machines for single production are in the range. Code 


P11A49. 


Stencil and Shipping Reference Material 


Helpful shipping data and suggested marking applica- 
tions are contained in an “Encyclopedia of Marking,” 
now being distributed. Also included are the many types 
of stencils, stencil inks, and stencil supplies available. 


Code P11 B49. 





How to Use Adhesives 


(Continued from page 31) 


of moisture. It is obvious in problems of this sort, that 
there would be little use in applying water soluble dex- 
trine adhesives to wet strength papers in fabricating pack- 
ages of various types, since the whole purpose of utilizing 
such papers is to improve moisture resistance. Adhesives 
have been developed in which the starches and dextrines 
are treated with urea formaldehyde resin. These adhes- 
ives are water resistant and can be modified for nearly all 
machine applications. 


Methods of Application 


Assuming that the correct adhesive is used, that the 
surfaces to be bonded are clean, and that the right thick- 
ness of adhesive film is applied, the performance may still 
not be at its optimum unless the proper equipment and the 
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Wake Your Product 
Give It Added Protection 


CONTACT YOUR LOCAL 
SWEETONE REPRESENTATIVE: 


LEE H. DOUGLAS 
121 Joanna Rd., Havertown, Pa. 


OLSEN & ANDERSON 
920 So. Michigan Ave., Chicago 5, IIL 


TUCKER & LARGE 
1627 W. Fort St., Detroit, Mich. 


A. K. COCKERELL & ASSOCIATES 
301 Oak Cliff, Dallas 8, Texas 


JOHN A. HUGHES 
916 W. 53rd St., Los Angeles 37, Cal. 


WARWITH CO. 
119 No. 7th St., St. Louis, Mo. 


OTTO PICK & ASSOCIATES, ORE., LTD. 
315 Terminal Sales Bldg., Portland 5, Oregon 


GENERAL BROKERAGE CO. 
539 Tchoupitoulas St., New Orleans, La. 


OR 


Write “Voday for a new folder con- 
taining actual samples of our complete line 
of Sweetone Paper Products for manufac- 


turing confectioners including: 


Shredded Papers Chocolate Dividers 


Waxed Papers Boat & Tray Rolls 
Wavee Parchment Layer Boards 
Embossed Papers Die Cut Liners 


Candy Box Paddings 


George H. Sweetnam, Inc. 


282-286 Portland Street, Cambridge, Mass. 











EEKIN Lithographed Cans...in all 

sorts of designs, round, square 
and oblong, offer unlimited oppor- 
tunities for the smart merchandising 
of confectionery items...a_ chal- 
lenge to Heekin to produce a con- 
tainer in which your product gains 


increased sales. May we talk it over? 


A Gift Box that every 
woman appreciates... 
Gives Sales Appeal to 
Your Products. 


| HEERIN CANS 





for 
CANDY and CONFECTIONS 


THE HEEKIN CAN CO. 
CINCINNATI 2, OHIO 
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right method of application are used. Among the meth- 
ods of applications are: 

1. Hand Brushing—This is probably the oldest and 
simplest method of adhesive application. It is use- 
ful where packages are not of uniform shape and 
where production is limited. 

2. Direct Roller Machines—On production machines 
the brush method is superseded by other systems 
which are more versatile and efficient under con- 
tinuous operation. The most widely used is a direct 
roller techniques. The roller revolves, partially sub- 
merged in the adhesive reservoir, and the adhesive 
supplied by the non-submerged portion of the roller, 
directly to the surface to be glued. The thickness of 
film may be controlled by means of a scraper or doc- 
tor blade. In general, cold liquid adhesives are used. 
By heating the glue pot, however, hot adhesives 
may also be applied by direct roller as is the prac- 
tice with tube winding and folding box machines. 

3. Transfer Roller—Here the adhesive is transferred 
from the partially submerged roller to another rol- 
ler which in turn applies it to the surface to be glued. 
This transfer of adhesive usually results in a smooth- 
er application than is possible from a direct roller 
application. Sometimes, the transfer roll traverses 
back and forth with a reciprocating motion, as is 
the case in some carton sealing and bottle labeling 
packaging operations. An adhesive, to perform prop- 
erly under this method, must not string or cobweb 
under the reciprocating action and it must not thick- 
en too much from the rapid evaporative action of 
the transfer roll. 

4. Stencil Application—Here the adhesive is applied 
by a roller to stencils cut to the size and shape of 
the spots of adhesive to be applied. The stencils are 
on reciprocating arms, which move back and forth 
for fresh adhesive, which they deposit in the proper 
place. Some types of bottle label equipment, bright- 
wood and folding box forming machines, illustrate 
this system. 

5. Belt Transfer—In this method the adhesive is trans- 
ferred from ‘an open glue pot by means of a rapidly 
moving endless belt, which passes through the ad- 
hesive and then over and across the surface of the 
label. The most familiar example is the lap label 
joint employed when using a can labeler. For satis- 
factory results the adhesive must flow readily while 
in a paste form, must cut up short, and must main- 
tain constant viscosity under the continuous agita- 
tion of such operations. 

6. Hot Melt—With this type of application, the ad- 
hesive is fluid only when heated. Because of this, it 
sets up instantly upon a cold surface thus permitting 
rapid operation. The familiar example is the hot 
pick-up gum, used in labeling cans of our common 
foodstuffs. 

There are other lesser used methods of adhesive appli- 

cation, such as dipping and spraying. 

I have here attempted to summarize some of the more 
commonly used raw materials in adhesives, used for food 
packaging and the methods of application. It may be said 
that industries have actually been established because ad- 
hesives could be devised permitting full utilization of 
new ideas for new products. No doubt, new demands in 
the form of better protective and more colorful packaging 
materials, will be put upon the adhesive industry. In meet- 
ing this challenge the adhesive industry will probably find 
themselves using various raw materials, which today are 
merely laboratory curiosities. 
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Emphasis on 
Sanitation 


J. B. Wagner boosts candy sales in Gol- 

denrod Candy Shop, St. Petersburg, Fla., 

by keeping store “spotlessly clean, cool 

and pure as mountain air” with germi- 
cidal lamps, air conditioning. 






germicidal lamps and air conditioning build volume 
A MANUFACTURING-RETAILER STUDY 


OW the installation of germicid- 

al lamps and air conditioning 

has boosted candy sales in the Gold- 
enrod Candy Shop, 231 Central Ave- 
nue, St. Petersburg, Florida, points 
out how candy merchandising can 
be a successful year-round technique 
if proper plans are made to meet the 
requirements of weather and location. 


The Goldenrod Candy Shop is in 
the very heart of the main business 
artery of the “Sunshine City.” Its 
owners-managers are Mr. and Mrs. 
J. B. Wagner. Mr. Wagner has been 
in the candy business for over 20 
years in St. Petersburg, and has 
owned and operated the Goldenrod 
Candy Shop at its present location 
for the last 10 years. In years gone 
by, the Goldenrod, like so many other 
stores in this tourist city, closed dur- 
ing the summer months. But since St. 
Petersburg within the last few years, 
has shown an ever-increasing sum- 
mer tourist population, the Wagners 
decided that they would make their 
shop serve an all-year-round clientele. 


To make their shop an outstanding 
and pleasant rendezvous for candy 
consumers of St. Petersburg the year 
around, they decided to renovate the 
store and to install air conditioning 
and germicidal lamps. These, they 
were convinced, would not only make 
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by JOSEPH LAWREN 


the store more pleasant to their cus- 
tomers, but unpleasant to the germs 
which add to mold and deterioration 
of candies. 


The installation of an air condi- 
tioner unit, which circulates the air 
every eight and one half minutes, 
and keeps it at a thermostatically 
controlled temperature of 77 degrees 
and a humidity of 60, has resulted in 
preventing any softening of the candy 
stock, and keeping it constantly fresh 
and inviting to the eye and palate. 


The Wagners also installed four 
germicidal lamps. The lamps were 
designed to permit 360 degrees ra- 
diation of a 15-watt germicidal tube. 
These germicidal lamps guarantee 
the destruction of 99 per cent of all 
bacteria in the Goldenrod Candy 
Shop, which is 30 feet wide and 
100 feet deep. The lamps make it cer- 
tain that no mildew or mold will 
effect the candy stock. The combina- 
tion of the air conditioning and the 
germicidal lamps, keeps the store 
spotlessly clean, as well as coo! and 
pure as mountain air. 

Mr. Wagner has found, to his 
great satisfaction, that the ultra violet 
rays of the germicidal lamps mean 
destruction to the air-borne bacteria, 
mold spores, and fungi. The instant 
the air-borne bacteria pass through 


these rays, or are subjected to its 
irradiation, they are destroyed in- 
stantly. By the destruction of the de- 
structive bacteria, Mr. Wagner finds 
that he can keep his candy practically 
free from spoilages, and thus trim his 
losses. Pleasantly observable, also, in 
the new Goldenrod Candy Shop is its 
immaculate cleanliness and freedom 
from all kinds of odors. 

Mr. and Mrs. Wagner, however, 
do not credit the cleanliness of the 
shop to their own energies entirely. 
For they discovered that the air con- 
ditioning and germicidal lamp have 
almost totally freed the surfaces from 
dust layers, with the result that they 
rarely need to clean the fountain, 
shelves, and fixture surfaces. In fact 
their cleaning period has diminished 
by two thirds since installation of 
the lamps and air conditioner. 

One of the most attractive of the 
Wagner’s promotional ideas has been 
the creation of a special design for 
their candy boxes. These designs con- 
tinuing around all sides of the box, 
show the entire layout of the city, 
from beaches to Shuffleboard Club, 
and fishing bayous. These specially- 
designed boxes are popular with all 
the dwellers of St. Petersburg, but 
especially so with the tourists who 
enjoy shipping them to the folks back 
home. 
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Confectioner’s Briefs 


e Persons 


e Plants 


e Promotions 





© Leaf Brands, Inc.: The merger of Court House 
Candy Co., of Washington C. H., Ohio, with Leaf 
Brands, Inc., is announced by Sol S. Leaf, president 
of Leaf Brands. Addition of Court House Candy 
Co. gives Leaf its seventh operating division. Other 
divisions added through the years are the Overland 
Candy Co., Leaf Gum Co., Chicago Biscuit and 
Cone Co., Food Confections Co., Leaf Machine and 
Equipment Co., and Leaf Box Division. At a recent 
meeting of the board of directors, Gerald White was 
elected vice-president and general counsel and 
Rolphe Lobell was named vice-president in charge 
of sales. 


@ Brock Candy Co.: The Brock Candy Co., of Chat- 
tanooga, Tenn., has established a sales and pro- 
motion office in Atlanta with Harry V. Scott as 
sales promotion manager, announces W. E. Brock, 
Jr., president. 


® Barricini Candy Co.: Jack Barricini, president 
of the Barricini Candy Co., announced recently that 
the firm will enter the candy bar field. Mr. Barri- 
cini also stated that a $500,000 addition to the fac- 
tory will be opened this Spring and about 18 new 
retail stores will be added to the present chain of 21 
by the end of the year. 


@ Pennsylvania Manufacturing Confectioners’ 
Ass’n: Candy packages designed by the Philadel- 
phia School of Art and the Moore Institute of Art, 
Science and Industry, will be shown at the Hotel 
Bethlehem, Bethlehem, Pa., during the PMCA 
Fourth Annual Production Conference, April 27-28, 
it is announced by chairman, Hans F. Dresei. 
PMCA will award cash prizes for the best designs 
chosen by a jury of which Marc. J. Heidelberger, 
Heidelberger Confectionery Co., is chairman, as- 
sisted by John Henry, of DeWitt P. Henry Co., and 
Marguerite Kroekel, Kroekel-Oetinger, Inc. 
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HERMAN L. HEIDE (left) president of Henry Heide, Inc., present- 

ing gift to guest of honor, Edward Grebenstein. Heide director 

and personnel manager, at dinner honoring Mr. Grebenstein's 

50 years of service. Mr. Grebenstein’s father had also been 
associated with the firm for 50 years. 


® Great Plains Candy Club: At a meeting in the 
Castle Hotel in Omaha, recently, the Great Plains 
Candy Club was ratified. Permanent officers were 
elected as follows: President, Richard Wright; 
vice-president, William Schonlau; secretary-treas- 
urer, R. A. Parsley, all of Omaha. Meetings will be 
held in Omaha at the Castle Hotel the third Satur- 
day of every month at 1 p.m. and anyone affiliated 
with the confectionery industry is cordially invited. 


@ Louis W. Wheelock: Former vice-president of 
Stephen F. Whitman & Son, Louis W. Wheelock, 
died recently. Mr. Wheelock was in charge of the 
firm’s advertising and had helped to design the 


WALTER H. JOHNSON CANDY Co.. 

of Chicago. recently held a sales 

meeting at the Edgewater Beach 

Hotel, Chicago (left), Sales plans 

were prepared for promoting “Power- 
house” for 1950 
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NEW PLANT of Farley Manufactur- 
ing Co., Skokie, Ill. (right), is 400 
ft, one story. of pressed brick. On 
a five-acre tract. new plant features 
latest equipment. Started in 1891 
by J. K. Farley, firm is headed by 
Preston Farley. grandson of founder. 
H. R. Metzler is in charge of sales. 
Pat Cosler is production manager. 
Harold Atchison is in charge of 
construction, layout, engineering. 
Wayne Wild is comptroller. 


Whitman Sampler box of chocolates which has re- 
mained the same since 1912. He was 79 at the time 
of his death. 


@ Akron Candy Co.: Distribution in the 11 Western 
states of “Dum-Dums,” penny pops produced by 
Akron Candy Co., Bellevue, Ohio, is now handled 
by A. S. Jaffe Co., San Francisco Brokerage house, 
it is announced. 


@ Southern Wholesale Confectioners’ Ass’n: 
SWCA’s 27th annual convention will be held in Bir- 
mingham, Ala., August 6-9, announces E. Ray 
Jones, president of the Ass’n. Site of the convention 
will be announced later. 


®@ Carolina Confectionery Salesmen’s Club: Forma- 
tion of the Carolina Confectionery Salesmen’s Clubs 
is announced. Officers elected include: Charles W. 
Brown, president; H. Grady Blackmon, vice-presi- 
dent; Shirley Smith, secretary; Thomas F. Haw- 
kins, treasurer. Mr. Brown appointed a committee 
to draft proposed by-laws for cpa at the 




















club’s next meeting. The club will be composed of 
manufacturers representatives and manufacturers’ 
sales agents engaged in the distribution of candies, 
chewing gum, cookies, and allied confections. 


® Schutter Candy Div. of Universal Match Corp.: 
Ralph L. Munz, Oakland, Calif., brokerage house 
has been appointed to represent the Schutter Candy 
Div. of Universal Match Corp., in N. California. 


@ Ce De, Inc.: An English concern, Ce De, Inc., 
manufacturer of a chocolate confection, has leased 
for a long term the one story building at 25-27 
Lackawanna Plaza, Bloomfield, N. J. 


@ Banner Candy Co.: R. G. Anderson, president, 
recently announced that with the firm’s candy busi- 
ness expanded to three times its original output, 
and sales extending into 16 states, the firm is now 
expanding to include a line of cookies. When pro- 
duction of the cookies gets underway, the plant will 
have a capacity of five tons of candy and six tons of 
cookies daily, it is reported. 


Finest Production Equipment for the Candy Industry 


The New Latini Chain Type Plastic Machine 


e High speed plastic machine, 
capacity up to 1000 Ibs. 
per hour. 


® New type chain designed 
extra heavy, with all hard- 
ened ground pins and 
bushings, guaranteed not to 
stretch. 


Completely equipped with 
“sealed for life” ball bear- 
ings and variable speed 
transmission. 


® Sizer electrically heated 
and equipped with ball 
bearings and variable speed 
transmission. 


® Single and assorted chains 
available. Chains also made 
for special dies. Special 
chains also made. 


Chocolate Spraying Co. 
Chicago 


REPRESENTATIVE 





JOHN SHEFFMAN 


152 W. 42nd Street 








New York 18, N.Y. 
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CAN WE HELP 
WITH YOUR 
PACKAGING 
N 1950? 


To get your business competitive 








y 











and stay that way this year, production costs 

should be carefully studied and trimmed 
wherever possible. Even in packaging, there are 
ways to turn out a neat product and get it to 

market more quickly. A reasonable 

investment in capital equipment will do \ ?> 

this. Our line of WRAP-O-MATIC 
Wrapping Machines and staff of skilled 







specialists are an unbeatable combination in 
making packaging profitable. Investigate 


what they can do for you now. 


LYNCH ¢ 


Et i weromnc CORPORATION —... 








MORPAC GLASS FORMING 
COMPRESSORS REFRIGERATION CANDY & COOKIE PAPER PACKAGING BUTTER & OLE 
COMPRESSORS WRAPPING PACKAGING MACHINE DIVISION MACHINES PACKAGING re series 
MACHINES TOLEDO, OHIO MACHINES 
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@ Candy Firms Use New Aluminum Container: 
Among the users of a new tray-type heavy gauge 
aluminum foil container are Fine Products Corp. of 
Augusta, Ga., and The Ida May Chocolate -Com- 
pany of Hewlett, Long Island, N.Y. Fine Prod- 
ucts uses the containers to package its “Nun- 
nally’s” and “Hollingsworth” pecan fudge. The 
mixture is poured into the container while still hot, 
then let cool, cut in squares, and the lid applied. 
The aluminum is moisture proof so that the fudge 
remains soft and fresh for long periods. The Ida 
May Chocolate firm packs its home-style pan fudge 
in the trays using a transparent overwrap instead 
of the foil lid. 


@ National Packaging Exposition: The American 
Management Ass’n announced recently that more 
exhibit space for the 1950 packaging show had been 
contracted for to date than the total of all space at 
the 1949 show. Officials estimate total space used 
may reach 140,000 square feet, nearly 25 per cent 
more than last year. AMA also announces the ex- 
position will open Monday, April 24, at 12 noon 
and close Thursday, April 27 at 3 p.m. The sched- 
ule of hours for each day follows: 


Monday, April 24 ........... 12 noon .. 6 p.m. 
Oe. 12 noon . 10 p.m. 
Wednesday, April 26 ........ 12 noon .. 6 p.m. 
Thursday, April 27 .......... 10 a.m. .. 3 p.m. 


@ Barricini, Inc.: The candy business in the U. S. 
is a billion dollar industry and is moving steadily 
toward the time when sales may reach two billion 
dollars annually, states Jack Barricini, president of 
Barricini, Inc. Candy consumption in the New York 
metropolitan area during 1949 was more than 150,- 





000,000 pounds, which means that the average New 


Yorker ate 20 pounds of candy last year, Mr. 
Barricini said. He also stated that he believes the 
consumption of candy will continue to increase in 
1950. 





INDUSTRY RESEARCH MEN study World War II ration confections 
in discussing revision of present confectionery specifications, in 
Chicago meeting at National Confectioners’ Ass‘n offices. Standing 
(1-r): NCA President Philip P. Gott, Dr. George C. Huss, of Curtiss 
Candy Co., Chicago; John Henry. of De Witt P. Henry Co., Phila- 
delphia: G. Lloyd Latten, of Schutter Candy Div., Universal 
Mantch Corp., Chicago; H. B. Cosler, of Farley Manufacturing Co.. 
Skokie, [ll.; and Dr. Charles Rimplia, of E. J. Brach & Sons, Chi- 
cago. Seated (l-r): C. S. Brandenburg, of Nutrine Candy Co.. 
Chicago, and Wilbur Du Bois, confectionery specialist. of the 
Quartermaster Food and Container Institute, Chicago. 


@ TWCA Officers Named: J. B. Haskett, of Pack- 
age Confectionery Co., Portsmouth, Va., was 
recently elected president of the Tidewater Whole- 
sale Confectioners’ Ass’n. Robert M. Boyd, of Boyd- 
Bluford Cigar Co., Norfolk, Va., was named vice- 
(Please turn to page 50) 








1950 
formula: For 2 he 


by: 4 national manufacturer of candy, 


. f mon 
ingredients: 1. People will have plenty © ? time high. 


Savings bank deposits are at an al 
2. People will spend money if the 


althy sales volume 


baked goods and ice cream. 


ey to spend in 1950. 


y are satisfied with 





3. Competition will be keener—and profit margins 
probably lower in 1950. 
4. Quality will have to be kept at its max 


at its minimum. 


imum—cost 








prices and values. 





method: “We tackled this problem as soon 
; shelves began piling up. 
: the public better quality 
titors. Our problem 

tastier piece of goods. Te 

ance, fine. But we had to 

good as they looked. 


“Aromanilla solves d effect that’s as 8 


flavoring quality ah standard vanilla at a cost 
imates the cost of vanillin. 
btain results like this because | Bp neyo ome mies ee cee es ee es ee ee ee ee ee ee ee ee 


better, than expen 
so low that it approx 


Aromanilla is able to © ive commercia - 
it was specifically developed to Oakes the full, bal- | 


ioners, and ice cream t ‘ tet 
= a the Mexican vanilla bean in finis' 


Aromanilla 


IMITATION VANILLA FLAVOR 
6 V«c k Street New Y 


HELPING CUSTOMERS IMPROVE THE TASTE OF THEIR GOODS SINCE 1901 
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TRIAL OFFER: Sure I'll test Aromanilla under money-back agreement. 
Please place my trial order for: 


| ©) 1 pint concentrate (equals 2 gals. Standard flavor) $ 8.00 
C) 1 gal. concentrate (equals 16 gals. Standard flavor) $52.00 
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Chews, Brittles, Current Items 


Walnut Chews 


ANALYSIS: Purchased in a Chicago 
drug store at 3 for 12 cents. Appear- 
ance of package is good. Twelve 
pieces are wrapped in wax paper. 
Overall wrapper of cellulose printed 
in white and green, with imprint of 
walnuts in brown. The chews color, 
texture and taste are good. 

REMARKS: A good eating walnut 
taffy. Well made and good eating. 
Code 2C50. 


Vanilla Caramels 


ANALYsIS: Purchased in a Chicago 
chain drug store, 15g ounces, 3 for 
12 cents. Appearance of package is 
good. Six cellulose wrapped caramels 
overall wrapped in cellulose. Cellulose 
wrapper printed in white. The cara- 
mel’s color, texture, and taste are 
good. 

REMARKS: The best package at 
this price we have examined in some 
time. Suggest wrapper be printed in 
red to make package more attractive. 


Code 2H50. 


Pecan Candy 


ANALYSIS: Sent in for analysis as 
No. 4656. No price stated. Container 
is square, one layer type box, of 
brown wood grain paper, and has 
name in red. Imprint of cowboy on a 
horse. Cellulose wrapper. Appearance 
of package good. Appearance on 
opening is also good. Vanilla pecan 
caramels, chocolate pecan caramels, 
pecan brittles, and pecan caramel 
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patties are good. The assortment is 
too small, however. 

REMARKS: Very good eating candy 
and of good quality, but assortment 
is too small for a one pound box. 
Suggest a few of the following pieces 
be added to improve the assortment: 
Pecan chews, bottom to be dipped in 
chocolate coating; sugared pecans, 
pecan roll, or slices; pecan mallow, 
pecan jelly, pecan pralines. Suggest 
an 80-cent price for the present assort- 


ment. If improved, $1 a pound. Code 
2B50. 


Chocolate Caramel Roll 


ANALYSIS: Purchased in a Chicago 
chain drug store at 134 ounces, 3 
for 12 cents. Appearance of package 
is good. Wrapper is of glassine 


printed in maroon, white, and yellow. 


Color, texture, and taste of roll is 
good. 


REMARKS: The best piece of its 
kind the Clinic has examined in some 


time. Code 2F50. 


Chew Bar 


ANALYSIS: Purchased in a Lima, 
Ohio, restaurant at 1 ounce for 5 
cents. Appearance and size of bar is 
fair. Wrapper is of cellulose printed 
in red and blue. Bar’s color is good. 
Texture was poor, grained. Flavor 
was poor. 


REMARKS: Not a good eating bar. 
Suggest formula be checked as bar 
was completely grained. Also a better 
quality flavor should be used. Code 
1D50. 


Peanut Brittle 


ANALYSIS: One pound at 39 cents 
purchased in a Chicago department 
store. Container is wax board in 
tube shape. Printed in blue and 
brown. Appearance of package is 
good. Color, texture, peanuts, and 
taste of the brittle are good. 


REMARKS: A very good eating 
peanut brittle cheaply priced at 39 
cents a pound. Code 2650. 





Peanut Brittle Bar 


ANALYSIS: Purchased in a San 
Francisco drug store at 14% ounces 
for 5 cents. Wrapper is cellulose, 
brown band printed in middle with 
name etc. in yellow. Appearance and 
size of bar are good. Color is good. 
Texture hard, taste fair, peanuts 
good. 


REMARKS: Suggest candy be 
checked, as it is too hard. Suggest 
more soda be used to improve the 
eating qualities of the bar. Code 11- 
G49. 


Almond Crunch Bar 


ANALYSIS: Bar was purchased in 
a San Francisco cigar store at 114 
ounces for 10 cents. Appearance and 
size of bar are good. Wrapper is 
glassine printed in orange and 
brown. Bar has good dark coating. 
The centers color, texture, and taste 
is good. 


REMARKS: A good eating bar but 
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The SAVAGE 


Scientific Cooling or Heating Slab 















































By Repeat Orders Candy Manufacturers have acclaimed 
this slab because... . 


THE SAVAGE COOLING OR HEATING SLAB IS: 





FASTER—Will cool about 20%, faster than any slab on the market. 
REGULATED—Will give even cooling or heating at all times. No hot spots 
whatsoever. 


STRONG CONSTRUCTION—Steel plate highly ground and polished. Con- 
sumption of water is minimum. It will withstand 125 lbs. working pressure. It 
is permissible to use refrigerated water. 


CONVENIENT—Iron pipe legs are equipped with extra long threads in 
order to adjust where floors are uneven. Available in standard sizes and special 
sizes to order. Also ideal for enrober bottomer table. 


ECONOMICAL—Unnecessary to take apart and clean out sediment or do 
any of the usual repairs encountered with steel cooling slabs. 


SAVAGE BROS. CO. 


M. A. Savage, President * Richard J. Savage, Jr., Vice President 


Since 1855 


2638 GLADYS AVE. CHICAGO 12, ILL. 
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9,590 


Volume Buyers 
Read 


CANDY 
MERCHANDISING 


For Advertising Rates, write 
CANDY MERCHANDISING 
9 S. Clinton St., Chicago 6, Ill. 














—— 
STANcase ) 
EQUIPMENT | 

Inside 

Dimensions }{ 

Length — p> A 


Width — 2 
Depth — 16” 


S 


STAINLESS STEEL TRUCKS 
FOR FONDANT CREAM &c. 


Write for descriptive literature of 
this, and other models available for 
immediate delivery. 


Manufactured by 


The Standard Casing Co., Inc. 
121 Spring St., New York 12, N. Y. 











slightly high priced at 10 cents. Code 
11F 49. 


Half Dipped Coconut Kisses 


ANALYSIS: Purchased in a Diamond 
Lake, Ill., grocery store at 634 ounces 
for 29 cents. Container is folding 
tray printed in yellow and blue, with 
overall cellulose wrapper. The appear- 
ance of package is good. Coating 
fair. Coconut kisses color is good, 
texture hard, and flavor fair. 


REMARKS: Suggest formula be 
checked as kisses are too hard. There 


| are a number of ingredients that will 


help to keep these kisses soft. Code 
1A50. 


Peppermint Stick 


ANALYSIS: Purchased in a 5 and 
10 cent store in San Francisco, Calif., 


| 2% ounces for 5 cents. Appearance 


and size of stick is good. Cellulose 
wrapper, insert cellulose label printed 
in red, white, and green. Imprint of 
Santa Claus and green trees. Color 
of stripes, stripes, texture, and flavor 
are good. 

REMARKS: Very cheaply priced at 
5 cents. The best stick of this kind 
we have examined in some time. Code 


2E50. 


Assorted Ribbon Candy 


ANALYSIS: Purchased in a San 
Francisco, Calif., department store, at 
35 cents a half pound, and sold in 
bulk. Colors, stripes, texture, gloss, 
and flavors are all good. 


REMARKS: One of the best ribbon 
candies we have examined in some 
time. Cheaply priced at 69 cents a 
pound. This quality of ribbon candy 
was sold around the holidays in the 
Eastern cities at 80 cents to 90 cents 


a pound in bulk. Code 2A50. 





Filled Hard Candies 


ANALYSIS: Purchased in a Chicago 
department store at 59 cents a pound. 
Container is a key tin printed in 
brown, yellow and white. Attractive 
looking tin. Appearance of package 
on opening is good. Color, texture, 
center, and taste of candies are good. 

REMARKS: The best piece of this 
kind the Clinic has examined in some 


time. Code 2D50. 


Mint Pieces 


ANALYSIS: Purchased in a Keokuk, 
Iowa, store, at 4 oz. for 10 cents. 
Container is cellulose bag printed in 
green and white. Appearance of pack- 








MES 


CHOcoLATE 








PURITY ann FLAVOR 
IN MOLDING CHOCOLATE 


@ Children and their Parents appreciate fine quality, smoothness and 
flavor in their hollow molded chocolate rabbits and figures just as much 
as they do in the finest candies. Therefore don’t cheat on them. 


Merckens Gloria Milk Molding Chocolate 
Merckens Ivory Milk Special Coating for Molds 


Are specially blended and milled for Easter figures and produce that fine 
gloss and flavor everybody likes. Try Ivory milk for odd color effects. 


MERCKENS CHOCOLATE COMPANY, Inc. 
BUFFALO 1, NEW YORK 


Branches & Warehouse Stock in Boston, New York, Chicago, Los Angeles, Oakland, Salt Lake City, Seattle 
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age good. The mints color was good, 
texture slightly hard, and there was 
hardly any flavor. 

REMARKS: Suggest formula be 
checked as mints are too dry and 
hard. Piece lacked a good mint flavor. 
Code 11149. 


Assorted Chocolates 


ANALYSIS: Sent in for analysis as 
No. 4654, 1 lb. $1.10. Appearance of 
package good.. Box is of one layer 
type with extension top and bottom; 
gold embossed paper. Name in red. 
Cellulose wrapper. The appearance 
of box on opening was good. There 
were 17 light coated and 18 dark 
coated pieces. Coatings’ colors, gloss, 
strings and taste were good. Of the 
light coated centers the vanilla cara- 
mel, maple nut cream, nougat, choco- 
late cream, almond cluster, cordial 
cherry and pecan cluster were good. 
The vanilla cream was too short; 
orange cream, too short and poor 
flavor; cream, poor flavor; lemon 
cream, rancid; the flavor could not 
be identified in the pink cream. Of 
the dark coated centers the cordial 
cherry, almond cluster, brazil, chip, 
vanilla carmel, nougat, and maple 
nut cream were good. The pepper- 
mint wafer had poor cream, orange 
cream and pink cream had a poor 


flavor, lemon cream was rancid, and 
the vanilla cream short. The assort- 
ment is good. 

REMARKS: Suggest that flavors be 
checked up as they are not up to 
standard. ‘the cream centers in most 
pieces are not good. Most were short 
and partly dry. Box is too large for 
one pound; suggest a good divider 
be used to keep pieces in place. Four 
pieces were broken. Coatings are 
good for this price chocolates. Code 
1F50. 


Fudge Bar 


ANALYSIS: Purchased in a San 
Francisco drug store at 144 ounces 
for 10 cents. Appearance is good, 
but bar is small for a 10-cent seller. 
Wrapper is cellulose printed in yel- 
low and red. Coating and toasted 
coconut are good. The centers color 
and taste are good but texture is too 
soft. 

REMARKS: Suggest texture be 
checked up. Bar is highly priced at 
10 cents. Code 11E49. 


Assorted Sugar Wafers 


ANALYSIS: Purchased at a Lima, 
Ohio, grocery store at 1 ounce for 
5 cents. Wrapper is of printed cellu- 
lose. Appearance of package is 


good. The wafers colors and texture 
are good, but flavors are poor. 

‘ REMARKS: These wafers are not 
up to standard. Suggest a better 
grade of flavors be used. This type 
of candy requires good strong flavors. 


Code. 1B50. 


Bubble Gum 


ANALYSIS: Purchased in a Liberty- 
ville, Ill, supermarket at 10 pieces 
for 10 cents. Appearance of package 
is good. Container is cellulose bag 
printed in red, white and blue. Each 
piece wrapped in printed colored 
foil. The gums color, flavor, texture 
and bubbles are good. 

REMARKS: A good piece of bubble 
gum but highly priced at 10 pieces 
for 10 cents. Code 1H50. 


Sugar Mints 


ANALYSIS: Purchased in a Munde- 
lein, Ill., grocery store, 344 ounces 
for 10 cents. Container is cellulose 
bag printed in black and pink. Ap- 
pearance of package is good. The 
mints color and texture are good, 
but flavor is poor. 

REMARKS: This type of confection 
needs a good strong flavor. We could 
not identify any flavor in this piece. 


Code 1/50. 
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Model E Automatic 
Hard Candy Machine 


For producing spherical and 


Balls @ Kisses @ Barrels @ Olives 


There are over 100 different shapes. 

For clear or pulled goods. 

For hard candies that are free of fins and 
sharp or abrasive edges. 

It makes hard candies that are smooth and 
easy on the mouth. 

One operator spins directly to the machine. 

Capacity 3,000 to 10,000 pounds. 

Our Model E incorporates all the develop- 
ments of previous experience. 


Seamless shape hard candy 








To Prospective Purchasers of USED WERNER 
EQUIPMENT. 


When considering the purchase of used equip- 
ment it is advisable to determine the exact age 
of such equipment. 


It is suggested that you obtain the serial number 
of any of our equipment under consideration and 
write to us, the original manufacturers, request- 
ing information as to its age and the availability 
ef parts for repairs. 


We, as manufacturers of this equipment, will be 
glad to co-operate by supplying this information. 








There is no Substitute for Experience 


John Werner & Sons, Inc. 
ROCHESTER 13, N. Y. 


713-729 Lake Ave. 
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Imitation Rum Kingston 
Imitation Rum Jamaica 
Imitation Rum and Butter 


Imitation Rum and Pineapple 


e 
Particularly Adaptable for use in 
Toffee and Cream Center Candies. 


WRITE FOR SAMPLE 


| eee Established Since 1885 == 


GEORGE LUEDERS & CO. 


427 Washingten St. New York 13, N.Y. 


Chicago @ San Francisco @ Montreal @ Los Angeles 
Philadelphia @ Toronto @ Winnipeg @ Wisconsin 











SPEAS 


Powdered 4¢/ Pectin 
for CONFECTIONERS 


$ oms 


NUTRL-JEL 


alo Rduileliolel 3} 


CONFECTO-JEL 


J candies 


CONCENTRATED APPLE JUICE 





Confectioner’s Briels 


(Continued from page 45) 





president, and Ralph G. Cohen, of Southern Candy 
Co., of Portsmouth, was named treasurer. L. J. 
Smithwick was reelected secretary. 


@ Life Savers Corp.: Robert P. Noble was recently 
elected president. He succeeds Oscar T. Kappes, 
who has resigned. 


@ Overland Candy Co.: Rolfe M. Lobell is elected 
vice-president in charge of sales. With Overland 
Candy for 15 years, Mr. Lobell was formerly sales 
manager. Overland is a division of Leaf Brands, 
Inc. 


@ Miles L. Hallett: Advertising manager of the 
Loft Candy Co., Miles L. Hallett, died recently at 
the age of 69. Mr. Hallett had been advertising 
manager for the Loft firm for the past 16 years. 


@ John B. Sparks: John Bertram Sparks, a vice- 
president of the Nestle Co., died recently at the age 
of 63. Surviving are his widow, a son, and two 
daughters. 

@ American Ass’n of Candy Technologists: Hans 
F. Dresel, AACT secretary, recently announced 
plans to tape record 25-minute talks by the leading 
technicians on various subjects of interest to candy 
manufacturers. These recordings will be presented 


APPLE PRODUCTS 


the Standard of Quality 


for sixty years 


Plants in Apple Regions From the Atlantic to the Pacific 


SPEAS COMPANY, General Offices, Kansas City 1, Missouri 
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Speed reduction wit GREER equipment 


it 
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ig : 
GREER COATERS GREER 16” COATER 
for heavy duty usage at minimum maintenance. features all sanitary construction and variable 
wf Produces smoother, more uniform coating . speed drive for use with plaques or cooling 


higher gloss .. . longer shelf life. Recognized as 
the world’s standard for high quality, high 
production coating. 


tunnel. The GREER Coater, which separates into 
two hinged units for convenient cleaning or 
changeover, turns out high quality candies at a 
rate faster than any other coater available. 


J. . W. GREER COMPANY _ 





133. WINDSOR STREET, CAMBRIDGE 39, MASS. 


GREER MULTIMOLDER 


for fast, clean, starch molding. New conveying 
method eliminates tray trouble. Gyratory cleaner 
for completely effective starch removal. Electric 
push button control. oF gomene to meet today’s 
requirements for high speed, high quality 
production. 


ie c= 





GREER MULTI-TIER 


for maximum cooling time in minimum space 
at minimum cost. Utilizes wasted overhead space 
. . . requires less floor space than shortest tunnel. 
Completely automatic continuous operation . 
eliminates costly handling. Many Multi-Tiers pay 
for themselves in less than two years. 








F ; { 








Vrite loday fer Catalog of GREER Cinfeclionery Cguipment 
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Portrait of a 
future Best Seller 


Just check any candy counter. It takes no crystal 


ball to see that the nation’s favorite candies are 
almond candies. And it should be easy to picture 


your candy in the best-seller frame . . . with 


almonds. Again this year, ample supplies of Cali- 
fornia’s finest BLUE DIAMONDS are available. 
Order them by accurate size counts . . . or order 


BLUE 


them diced, split, sliced, or halved .. . 
DIAMOND almonds will cost you 
less to handle because they are 
very carefully sorted, uniformly 
graded, free from dust and bit- 
ters. Ask your Blue Diamond 
representative, or write us, 

We're almond specialists . . . 


and have been for 39 years. 


WRITE FOR YOUR FREE COPY 
As a service to the candy in- 
dustry, the Exchange offers 
this illustrated booklet con- 
taining 22 useful formulas 
for popular almond candies. 
Write for your free copy today. 






a? C ~ 
a ¢ 1AM ~ 
oe Ono 


~ ALMONDS 


CALIFORNIA ALMOND 


GROWERS EXCHANGE 


SACRAMENTO, CALIFORNIA 
OFFICES: NEW YORK AND CHICAGO 
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in places where candy manufacturers are not 
reached by association meetings. 


@ E. Wendell Brooks: Vice-president and sales 
manager of Thinshell Candies, Inc., Mr. Brooks 
died recently. Mr. Brooks at one time had his own 
candy plant in Chicago and in New York. He also 
at one time was divisional sales manager for Henry 
Heide, Inc., in New York. 





SWITZER’S LICORICE CoO.., St. Louis, was well repre- 
sented at the Vending Machine Convention held re- 
cently in Atlantic City. Standing are Joseph F. Switzer, 
St. Louis, Al Travis, Philadelphia. Seated are E. F. 
Aubuchon, sales manager and Jack Sane, eastern 
representative and his wife. 


@ Trade Practice Rules: Trade practice rules fer the 
Candy Manufacturing Industry are promulgated by 
the Federal Trade Commission under the trade 
practice conference procedure. Such rules become 
operative 30 days from date of promulgation, which 
was January 24, 1950. “These rules promulgated by 
the Commission are designed to foster and promote 
the maintenance of fair competitive conditions in the 
interest of protecting industry, trade, and the public. 
It is to this end, and to the exclusion of any act or 
practice which suppresses competition, restrains 
trade, fixes or controls price through combination 
or agreement, or which otherwise injures, destroys, 
or prevents competition, that the rules are to be 
applied”. 


@ Marshall Field & Co.: The confectionery industry 
offers food and dairy technologists the best future, 
said Herbert Knechtel, manager of Field’s candy 
manufacturing and merchandising operations, in a 
recent address before students of the University of 
Illinois Food and Dairy Technology Dept. Only 
trained men can revolutionize retail candy making, 
said Mr. Knechtel, pointing out that a candy maker 
must know food technology to make delicious con- 
fections. The supply of trained candy makers meet- 
ing such educational requirements is insufficient 
today, he said. 


® Maillard Corp.: A new personalized package, 
whereby a personal message may be written on the 
gold foil panel attached to the top of the box, is 
being introduced by Maillard Corp., New York, 
confections. The package is called Maillard’s 
Autogram. 


@ Harry N. Nelson Co., Inc.: Mrs. Harry N. Nel- 
son, president of Harry N. Nelson Co. Inc., San 
Francisco candy brokerage firm, announces a 
branch office has been opened in Salt Lake City. 
Lyman O’Bray is manager, and his territory con- 
sists of Utah, Idaho, Montana, and eastern Wash- 
ington. 
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Standard Model 


For volume production 


It saves you valuable floor space. 


It gives you streamlined, modern equipment. 


It gives you unequaled efficiency. 


ee FF Se F FP FP 


It gives you sanitary perfection. 


JUNIOR MODEL—For Medium Production 
STANDARD MODEL—For Volume Production 
MASTER MODEL—For Large Volume Production 


37 WEST VAN BUREN ST. 





The INSTANT and CONTINUOUS WAY is the BEST WAY 


1. It gives you the finest, creamiest, smoothest fondant. 
It gives you fondant Instantly—no syrup precooling delay. 
It gives you fondant Continuously with no delay. 


It saves you money—no precooling equipment necessary. 


It gives you simplified operation, saving labor costs. 


WRITE US TODAY—FOR GREATER EFFICIENCY TOMORROW 


CONFECTION MACHINE SALES CO. 


CHICAGO 5, ILL. 
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Supply Field News 





@ Magnus, Mabee & Reynard, Inc.: A bright out- 
look for 1950 in the essential oil market, is forseen 
by Percy C. Magnus, president of Magnus, Mabee 
& Reynard, Inc., in his speech at their annual sales 
conference held recently at the Hotel Warwick in 





New York. More than 100 sales representatives, 
technical experts and executives of the firm, 
gathered from all over the U. S. Mr. Magnus 
pointed out in his speech that many widely used 
essential oils and related materials come from the 
world’s trouble spots, and predicted that supplies 
of these imported commodities would be extremely 
limited in quantity and uncertain as to quality. A 
talk given by James A. King, vice-president of the 
Nulomoline Div., American Molasses Co., New 
York, dealt with the importance of flavors in candy, 
and his experience with the right and wrong ways 
to use flavors. The chewing gum industry was dis- 
cussed by Lutie C. Wisdon, president of Shelby 
Gum Co., Shelby, Ohio. Four other outstanding 
speakers addressed the gathering on other fields 
served by MMKR. 

Two new members were inducted into the 20- 
Year Club, at a dinner meeting held at the Hotel 
Astor. These were John W. Felton, Jr., division 
sales manager, Southeastern district and assistant 
vice-president, and Gordon Leech sales representa- 
tive, Pennsylvania and Southern New Jersey. 


@ Lamont, Corliss & Co.: Election of two new vice- 
presidents, Donald Cady, who will act as merchan- 
dise manager and M. H. Saxe, manager of the bulk 
chocolate sales department, is announced. Peter 





Cailler Kohler Swiss Chocolates Co., Inc., wholly 
owned manufacturing subsidiary of Lamont, Cor- 
liss & Co., announces the election of Glenn E. Truax 
as vice-president and John M. Whittaker, vice-presi- 
dent in charge of raw material and purchases. 


MAGNUS, MABEE & REYNARD. 

Inc. held its nineteenth sales and 

staff dinner recently (left), at the 
Hotel Astor, New York City. 


@ Borden Co.: The Borden Company plans a capi- 
tal expenditures program of about $15,600,000 next 
vear, chiefly for plant modernization and replace- 
ment of equipment, Theodore G. Montague, presi- 
dent, told stockholders recently. 


@ Chas. Pfizer & Co., Inc.: Climaxing a 44-year 
business career in the chemical field, Elmer C. Otto 
recently retired as a vice-president. Mr. Otto has 
been actively associated with Pfizer for 38 years, 
having joined the organization as a salesman in 
1912. 


@ Clinton Foods, Inc.: Robert A. Swanson is ap- 
pointed manager of the Feed, Oil and Soybean 
Sales Dept. of Clinton Foods, Inc., it is announced 
by Carl Whiteman, vice-president in charge of sales 
and advertising. John H. Wilson is promoted to 
assistant manager of the department. 


@ Durkee Famous Foods: Appointment of J. A. 
Damaska as manager of sales and distribution of 
Durkee’s margarine and Durkee’s salad products 
in Pennsylvania was announced recently by Elmer 
I.. Weber, general manager of the Norwalk, Ohio, 
Division of Durkee Famous Foods. Mr. Damaska, 
who will make his headquarters in Pittsburgh, 


pffee cost in half... users like taste better! 


coffee forte is a mellow blend of select 

coffees, fortified with other natural extractives 
which build up such a potent coffee flavor that you 
use less than half as much as pure coffee concentrate. 
Per pound, it costs only 5 percent more. Those 

who try it stay by it. Demand details quick! 





AMERICAN FOOD LABORATORIES, Inc., 860 Atlantic Ave., Brooklyn 17, N. Y. 


SN 
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When you use Clinton's SYRUPS and STARCHES 


Clinton's laboratory tested syrups and starches are scientifically 
manufactured to insure you unvarying uniformity. Clinton's staff 


of highly trained technicians are constantly checking these prod- 


"ucts to assure top quality, batch after batch. 


@ Our Sales Service Department is for your 
convenience. You'll find it mighty helpful 
and profitable in solving your technical 
problems. Write or call without obligation. 


lops 


FOR CONFECTIONERS 
COAST-TO-COAST 


Clinton Foods Inc. 


CLINTON, IOWA 


CLINTON 














@ PENFORD CORN SYRUP 


Glucose consistent for millions of gallons 


@ DOUGLAS MOULDING STARCH 


In two grades. “Regular” for loss replacement 
and "Preconditioned" for new starch trays. 


@ CONFECTIONER'S "C" 
STARCH—THIN BOILING 


A pure ingredient starch which helps insure tender 
jelfies and gums, and longer shelf life. 


PENICK & FORD ** 


+20 Lexington Avenue, New York 17, N. Y. 


Fuctery Ced Rapids Towa 











formerly was a representative of Standard Brands 
in the same territory. 


Sey ee 


CRYSTAL 
CLEAR, dry hard 
candy production 
of 600 to 2,000 
Ibs. per hour is 
claimed for this 
Hohberger 
straight sugar 
cooker, states 
John Sheffman, 
of New York. An 
all purpose cook- 
er, machine will 
also cook sugar 
with any amount 
of corn syrup. 





@ Minneapolis-Honeywell Regulator Co.: The St. 
Louis branch of Minneapolis-Honeywell and _ its 
Brown Instruments Division has moved into its 
new office building. The new structure contains 
about 6,600 sq. ft. of floor space. It is located at 4345 
Olive Street. The new building, which cost approxt- 
mately $90,000 provides about 3,690 sq. ft. of gen- 














1837-43 Grand Ave. 





Cut Handling Costs—Save L 
CURRIE AUTOMATIC  *e"Pt Delivery 
STARCH TRAY STACKER 


© Gives You Increased Production 


Eliminates Hand Stacking 
(completely automatic) 


abor with a 


Reduces Tray Breakage 
Improves Sanitation 


Can Be Used with Bausman, Greer, 
National or Any Other System 


This is a must for economical operation in high 
volume production. 


CURRIE MANUFACTURING COMPANY 


Engineers to the Candy Industry 


Order Now for 


CHICAGO 22, ILL. 








page 56 


THE MANUFACTURING CONFECTIONER 











fo 





St. 
its 
its 
ns 












Leroy M. Gimbal of 
GIMBAL BROTHERS 


says...“.CANDIES MADE WITH YOUR EXCHANGE 
CITRUS PECTIN HAVE BEEN INCREASINGLY POPULAR 
WITH OUR MOST PARTICULAR AND ALERT BUYERS.” 





LEROY M. GIMBAL 
Gimbal Brothers, First and Folsom Sts. 
San Francisco 5, Calif. 


Jelly candies made with 


EXCHANGE CITRUS PECTIN 


..-are tender and brilliantly clear, 
carry more flavor, are never gummy, stay fresh longer, 


set more quickly and pack more easily in bulk. 


A meticulous system of controls and tests keeps Exchange Citrus Pectin so 
evenly standardized that it always performs the same in your formulas. That 
means lower production costs, uniformly fine candy and good profits! Write 
for information and free sample. 








CALIFORNIA FRUIT GROWERS EXCHANGE 


Products Department: Ontario, California 
400 W. Madison Street, Chicago 6 * 99 Hudson Street, New York 13 
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a me BEST 
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COCONUT OILS 


COTTONSEED OIL 
PEANUT OIL 


HARD FATS 


Makers of America’s 


largest-Selling Brands of Margarine and Mayonnaise 
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eral and private office space and about 3,000 sq. ft. 
of material storage space. 


@ American Maize-Products Co.: A. C. Hopkins, 
Jr., is appointed assistant manager of the bulk sales 
department of the American Maize-Products Co., 
it is announced. Mr. Hopkins was formerly man- 
ager of the chemical sales division. 





CANDYMASTERS, INC., Minneapolis, Minn., announces that their 
new five-cent bar, “Brazil Hill”, is meeting with excellent trade 
and consumer acceptance. Two whole Brazil nuts are featured on 
this piece, topping a light chocolate nougat center. A coating of 
milk chocolate covers the Brazil nuts and center. Bar is wrapped 
in chocolate tinted cellophane printed in gold, deep red and white. 


@ Simplex Packaging Machinery, Inc.: The name 
of Simplex Wrapping Machine Co., 534-23rd Ave., 
Oakland, Calif., has been changed to Simplex Pack- 
aging Machinery, Inc., according to an announce- 
ment made by President Rene Gaubert. 


@ Merck & Co., Inc.: Dr. Vannevar Bush was 
recently elected a director of Merck & Co., Inc., at 
a meeting or the company’s board of directors. Dr. 


PETER’S 
“MOLDWELL’ 


ine Milk Chocolate 
Ps Moulded Easter Novelties 
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LAMONT, CORLISS & CO., 60 HUDSON ST., N. Y.13,N.Y. 
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Bush is president of the Carnegie Institution of | 
Washington, D.C., and a director of the American | 
Telephone and Telegraph Co. 


JOHN SHEFFMAN, 
New York, an- 
nounces the Oakes 
continuous marsh- 
mallow beater 
(right) affords pro- 
duction up to 2,600 
pounds per hour. 
Other features: 
saving on space, 
horsepower, ex- 
pensive ingredi- 
ents; no handling: 
use on mazettas 
and frappes. 











@ Fritzsche Brothers, Inc.: Fritzsche Bros. latest 
wholesale price list has recently been issued, it is | 
announced by the firm. Firms buying in wholesale 
quantities, may receive a copy by writing the flavor 
and essential oils firm at 76 Ninth Ave., New York 
11, N. Y. 


@ United Sugar Co. of California: A half mil- 
lion dollars will be spent on factory improve- 
ments to the Betteravia plant within the next 
two years, it is announced. This completes a 























q 0 | You can make — 


Finer & uality Candies 


Reduce your Production Costs 
J, 





by using 


Candy Makers’ Supplies 


Write today for the 1950 Handy Candy Guide 
Special Formulas and New Low Prices 
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QUALITY CANDY 
demands 
QUALITY FLAVORS 


For manufacturers who are accustomed to 
the finest in confectionery, we suggest 
POLAK’S economic and uniform, quality 
flavors. 


Concentrated Citrus Oils 


The better keeping quality and flavor of our 
Concentrated Citrus Oils in comparison to 
the Natural oils should be of greatest im- 
portance to every Candy Manufacturer. 


Our Flavors With Other 
Natural Flavors 


are unsurpassable for flavoring cream centers. 
Try our Raspberry, Strawberry, Cherry and 
many others and be convinced. 


Imitation Flavors 


We offer a complete line of fine imitation 
flavors to the hard candy manufacturer. Our 
outstanding products enjoy the highest repu- 
tation in quality and economy. 


Superior Candy Flavors For Almost Half A Century 


Sy 
POLAK'S FRUTAL WORKS, INC. 


36-14 35th Street, Long Island City 6, New York 
Factory at Middletown, N. Y. 


Stocks carried in: 
CHICAGO — SAN FRANCISCO — LOS ANGELES 





$1,000,000 modernization program begun imme- 
diately after the war. The firm is now producing 
a confectioner’s powdered sugar, an item not 
previously made. Equipment already in use in- 
creases the plant's slicing capacity and _ the 
amount of sugar recovered from a given quantity 
of beets. A regular quarterly dividend of 25 cents 
a share for payment December 10 was declared. 





AMERICAN MAIZE-PRODUCTS CO., announces the appointment of 

F. C. Frey. (left) to vice-president in charge of sales, and Charles 

Sanford (right), to manager of the bulk sales department. Willicm 

Wylie. Chicago, has been named manager of the firm's central 
division package sales department. 


@ Cocoa Trade Practice Rules Conference: Dis- 
cussion and review of proposed trade practice rules 
for manufacturers, sellers, and distributors of cocoa 
and chocolate products keynoted the industry- 
Federal Trade Commission meeting in New York’s 











ny 


lial if up in the 
DUBIN CATALOG! 


HERE’S what the modern candy maker needs in the way of 
streamlined labor saving machinery. You'll find the Dubin Cata- 
log chock full of equipment ideas for chocolate, fondant, mint, 
caramel, pulled goods and other candy making equipment... . 
All designed and built for today’s need of cutting down operating 
costs and making finer quality confections. 


Write today for the Dubin Catalog 


ame (|) ()BIN CORPORATION 


2500 S. SAN PEDRO STREET @ LOS ANGELES I!, CALIFORNIA 
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FRITZSCHE BROTHERS, Inc. an- 
nual dinner dance (right) was 
held recently in the Grand Ball- 
room of the Hotel New Yorker. 
The event was attended by offic- 
ers and employees of the firm. 


Waldorf-Astoria Hotel last month. About 50 execu- 
tives of U. S. chocolate firms attended for prelimi- 
nary review of the rules, which were drafted by the 
Ass’n of Cocoa and Chocolate Manufacturers of the 
U. S. in cooperation with the FTC. 

H. Russell Burbank, president of Rockwood & 
Co., Brooklyn, and ACCM vice-president, read the 
proposed rules. Clive C. Day, president of Lamont, 
Corliss & Co., and ACCM president, reviewed the 
background history of the rules. 

The ACCM committee in charge of drawing up 
the rules included: Russell Burbank, chairman; 
Gordon Lamont, of Lamont, Corliss & Co.; and 
John J. Gallagher, of Hershey Chocolate Corp. 

FTC Commissioner James M. Mead presided at 
the conference. Lauding the industry for its efforts 
to establish fair trade rules, he estimated about half 
of the world’s chocolate business is done in the U.S. 
With an annual volume of about $200,000,000, the 
cocoa and chocolate industry plays an important 
part in “enhancing international trade,” he added. 





AMBROSIA CHOCOLATE COMPANY 
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An additional hearing on the proposed rules and 
code will be held this Spring in the FTC offices in 
Washington, D.C. The proposed rules include meas- 
ures covering: (1) misrepresentation in general; 
(2) misuse of the word “free”; (3) imitation or 
simulation of trade marks or trade names; (4) false 
invoicing ; (5) false and misleading price quotations, 
etc.; (6) coercing purchase of one product as a 
prerequisite to purchase of other products; (7) con- 
signment distribution; (8) commercial bribery; (9) 
defamation of competitors or disparagement of their 
products ; (10) combination or coercion to fix prices, 
suppress competition, or restrain trade; (11) pro- 
hibited discrimination (including (a) prohibited 
discriminatory prices, rebates, refunds, discounts, 
credits, etc., which effect unlawful price discrimina- 
tion; (b) prohibited brokerage and commissions ; 
(c) prohtbited advertising or promotional allow- 
ances, etc.; (d) prohibited discriminatory services 
or facilities; (e) inducing or receiving an illegal 
discrimination in price; and (f) exemptions) ; (12) 





VOORHEES helps 


You make better 
EASTER CANDIES 


Voorhees Rubber Candy Molds saves time, 
stops waste, simplifies operations, and in- 
sures greater perfection. 


Made of purest live rubber. Voorhees Molds 
are odorless and insure freedom from dust. 
They control moisture, and yield a better 
finished product. 


VOORHEES MOLDS are manufactured in 
all standard patterns, special holiday and 
novelty patterns or designs and brand mark- 
ings made to your order. 


If your jobber cannot supply you, write 


VOORHEES 


RUBBER MFG. CO., INC. 


151 East 50th St. New York 22, N. Y. 














exclusive deals; (13) inducing breach of contract; 
(14) enticing away employees of competitors; (15) 
marketing of products through lottery or game of 
chance; and (16) aiding or abetting use of unfair 
trade practices. 


@ Polak’s Frutal Works: Maurice Kates is named 
sales representative for the New England and up- 
state New York territory. Mr. Kates will make his 
headquarters in Boston. 


@ American Food Laboratories, Inc.: A new office 
and warehouse for service to confectioners, ice cream 
manufacturers, and bakers on the West Coast, has 
been opened announces Joseph Glaubman, presi- 
dent. The distribution center is located at 3968 
North Mission Road, Los Angeles, Calif. 


@ The Day Co.: An 8-page illustrated bulletin on 
the Day “Autoclean” dust filter is being distributed. 
For a copy address: the Day Company, 810 Third 
Avenue, N.E., Minneapolis 13. 


Starch Trays 


© At their best! 

@ At lowest prices! 
Masonite and Solid Wood Tongue#* 
and Grooved Glued Bottoms {| 

Nailed—Cement Coated Drive 


Screws—Lock Corner and Water- — 
proof Glued Hard and Soft Woods 


also: Dipping Boards—Starch Tray Dollies 
Pan Room Trays—Wire Bottom Trays 
Mould Boards 
And All Other Affiliated Wood Products 


Ask for FREE Sample—and quotation 


BAYWOOD MFG. CO., INC. 


11-13 Sterling PI. Brooklyn 17, N.Y. NE 8-9832 













OAKITE PRODUCTS, INC., field 
service representatives from the 
Canadian, Detroit. New England, 
New York. and Philadelphia sales 
divisions, attended a series of 
technical-sales meetings (left) at 
the Hotel Commodore in New 
York City recently. 


@ Candy Production Club of Chicago: New offi- 
cers were elected for the coming year at a recent 
meeting of The Candy Production Club of Chicago, 
held at the Furniture Club. The new officers are as 
follows: Merrill E. Sayer, Steven’s Candy Kitchens’ 
president; C. S. Brandenburg, Nutrine Candy Co., 
vice-president ; Ed Heinz Jr., Food Materials Corp., 
secretary; John E. Clark, Lamont, Corliss & Co., 
treasurer. Directors for 1950 are: Merrill E. Sayer, 
Frank Glenn of Riggi Candy Co., and Edgar 
Fernald of Fernald Candies. 


@ John Sheffman: A new chain type high speed 
plastic machine of the Gabel type by Chocolate 
Spraying Co. is announced. Mr. Sheffman is New 
York representative. New type chain design is re- 
ported to eliminate stretching, maintain uniformity 
of pieces at all times. 


@ General Candy Corp.: An extra disbursement 
of 35 cents in addition to the regular quarterly 
of 25 cents is announced. This places 1949 divi- 
dends at $1.25, as compared with $1.50 paid in 
1948, when a 25 cent extra was ordered in No- 
vember. 


@ Wm. Barron Candy Co.: Al Massoni has joined 
this Oakland, Calif., firm as sales manager. Mr. 
Massoni was formerly with Melvin Sosnick Co., 
San Francisco tobacco and candy jobbing house. 

Completion of a 5,000 sq. ft. addition to the 
San Pablo Avenue building, remodeling of the 
front section of the old building to provde office 
and display space, and construction of a garage 
are also announced. Floor space is increased to 


16,000 sq. ft. 


© Wm. J. Stange Co.: Alan T. Mills was recently 
appointed sales representative for Wm. J. Stange 
Co. He will service the Washington-Utah ter- 
ritory with headquarters in the company’s west 
coast offices in Oakland, Calif. 


fon TASTE APPEAL! 


... A trial order will convince you that 


TRUTASTE APPEAL is YOUR key to repeat sales. 


Zestful, Tangy, Imitation CHERRY 


Full-Bodied , Rich, Imitation GRAPE 
Luscious, Imitation STRAWBERRY 
Tantalizing, Imitation RASPBERRY | 


ae = UMAN ~-BUSLEE & WOLFE 


224 West Huron Street 
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PPROXIMATELY 350 MEMBERS, associates, and friends 
A of the New York Ass’n of Manufacturers of Con- 
fectionery and Chocolate gathered at the Statler Hotel 
on January 19 for a steak dinner and to pay tribute to 
Charles F. Haug, president of Mason, Au & Magenheimer. 

High point of the evening was the presentation of a 
silver tray inscribed to Mr. Haug in recognition of his 
being seven times president of the association. 

Acknowledging the gift, as well as expressing his ap- 
preciation for the honors bestowed upon him, Mr. Haug 
said he never regretted one minute of time he had spent 
in service to the association, both local and national, or 
to the industry in general, and felt that the honors were 
being heaped upon the association, as well as upon him- 
self, by the splendid turnout for the occasion. Mr. Haug 
stated he felt optimistic toward the industry, and urged 
the spending of capital for better plants and better candy. 
“Let’s build up the business,” he remarked, “Put capital 
in it—venture capital sure, but that is what we need.” He 
pointed out the advantages and opportunities in the New 
York area. The state has 25 per cent of the demand for 
candy “in the adjacent stores”, he said. It has the great- 
est aggregate of makers from all parts of the world. It 
has the most favorable labor situation in the nation, and, 
he declared, the jurisdictional system in New York City 
is good. Further he mentioned the excellent support from 
the suppliers. We have lacked vision, he told the manu- 
facturers, now we should go ahead. 

Samuel D. Fried, of Korday Candy Co. presided. 
Others on the dais with Mr. Haug and Mr. Fried included 
Philip Gott, president of the National Confectioners 
Ass’n; Herman L. Heide, of Henry Heide, Inc.; Irving 
Shaffer of Just Born, Inc.: Herman L. Hoops, formerly 
of Hawley & Hoops: David O’Conner of Penick & Ford; 
and Harry Lustig, secretary of the New York asso- 
ciation. 


Lindt & Sprungli 


(Continued from page 24) 





social events strengthen and are proof of the’ family 
sense within the firm’s personnel. The annual general 
meeting of the sick fund is held together with a dance; 
an annual excursion is held during the Summer months 
and a ski outing during the Winter. On all such occa- 
sions plans are made by special committees selected by 
the employees, with the firm often paying part of the 
cost, such as dinner, etc. It is customary for the com- 
pany’s managers to attend such functions and to mix 
with the personnel in the fun. 


The firm has plants not only near Zurich but also 
in England, Holland, Italy, and Sweden, while the other 
countries are served by the export department. Lindt 
chocolate will also be obtainable to larger degree in the 
U. S. from 1950 onward. 

F. J. Voltz-Sprungli, for 20 years head of the company, 
retired early in 1949. President now is Paul Real, with 
Peter Jegher, one of the directors (in the U. S. vice- 
president) looking after the business in the western 
hemisphere. As such he attended the 1949 convention of 
the N.C.A. in Chicago. 


for February, 1950 
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EASY way 
to remove 
BURNED-ON 
Caramel 

’ Deposits 


Did you know that one 
of your most difficult 
maintenance cleaning 
jobs—removing burned- 
on caramel—can now be 
handled easily by using 

a simple, two-step Oakite method? Here’s how: First, 
use Oakite Composition No. 20 for quick, thorough 
removal of even the toughest caramel deposits. Then 
follow this with an application of Oakite Compound 
No. 84-M. This brightening material spruces up the 
metal, takes away dulling stains. For FREE details 
call your neighborhood Oakite Technical Service Rep- 
resentative or drop a note to Oakite Products, Inc., 
36C Thames St., N. Y. 6, N. Y. 
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| POSITION WANTED 








SUPERINTENDENT: Thoroughly versed in 
all branches of candy and chocolate in- 
dustry; 28 years practical experience. 
Capable of handling help to the best ad- 
vantage and getting quality and quantity 
results in production. Box A-207 The 
MANUFACTURING CONFECTIONER. 





CANDY MAKER: Wanis position in a high 
class retail shop making quality goods. 

Full ond varied experience. Box No. A-203 

The MANUFACTURING CONFECTIONER. 





ADMINISTRATIVE ASSISTANT. Last posi- 
tions held were as adm. asst. and asst. 
supt. Other positions held: personnel mar., 
costs, purchasing agent, methods. Experi- 
enced in mfg. and packaging. Can coordi- 
nate and improve existing methods and 
operations and reduce costs. Most experi- 
enced in chocolate and other enrobed 
products. College trained. Box A-209 The 
MANUFACTURING CONFECTIONER. 


POSITION WANTED: As foreman in starch 

dept. Can make any kind of jelly, cream 
centers, marshmallows and soft cast goods 
for fancy box or chain store trade. Have 
25 years experience. Sober, reliable and 
married. References upon request. Box 
A-200 The MANUFACTURING CONFEC- 
TIONER. 


CANDY EXECUTIVE with 20 years’ confec- 

tionery experience covering General Man- 
agement—Sales & Sales Management— 
Production and Purchasing, seeks position 
of responsibility. Excellent record—A-1 ref- 
erences. Services available in 30 days. Box 
A-2011, The MANUFACTURING CONFEC- 
TIONER. 





SALES LINES WANTED 





WANTED: Candy and allied lines. We 
have 20 years sales experience in same 
territory of Florida, Georgia and Alabama. 
3 salesmen. Hubert Brokerage Company, 
210-211 Candler Bldg., Atlanta, Georgia. 





Whether you're buying or 
selling, classified ads in The 
MANUFACTURING CON- 
FECTIONER bring quick re- 
sults. Low cost is only 35 
cents a line, 70 cents for 
bold face. 
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When addressing box numbers, 
please address as follows: 


(Box Number) 

The Manufacturing Confectioner 
9 South Clinton St, 

Chicago 6, Ill. 


CLASSIFIED ADVERTISING 


Classified insertion requests are 
sent to the same address. Rates care 
35c per line of regular type: 70c 
per line for bold face or capital let- 
ters: $6 per column inch for display. 
Minimum insertion is three lines. 
Rates are not subject to agency 
discounts. 











Brokers... 


For new candy lines, list your firm 
in the Confectionery Brokers’ See- 
tion of THE MANUFACTURING 
CONFECTIONER and THE CANDY 
BUYERS’ DIRECTORY. Low rate is 
only $15 a year. 
THE MANUFACTURING 
CONFECTIONER 
9 S. Clinton St. Chicago 6, Ill. 














MACHINERY WANTED | 





WANTED: one used 3 ft., ball beater, 
state condition and price. Box C-104 
The MANUFACTURING CONFECTIONER. 





WANTED TO BUY: 2 Werner 350 pound 

cream breakers. State condition and 
price. Please give number of machine. 
Box C.-101 The MANUFACTURING CON- 
FECTIONER. 





WANTED: Steel or wooden starch buck, 
also depositor and power printer. J. Eddie 
Candy Co., Bridgeport, W. Va. 





1 CONTINUOUS VACUUM COOKER pre- 

melting kettle, capacity 600 to 1000 
pounds per hour, reply Wellons Candy 
Co., Dunn, N. C. 





| MERS. AGENTS WANTED 





MANUFACTURERS AGENTS CALLING ON 
MANUFACTURING RETAIL CONFEC.- 
TIONERS. We have a unique line of molded 
chocolate specialties that are just the thing 
for Easter baskets and general sale. De- 
partment stores and better class retailers 
are doing a fine job with this line as are 
many manufacturing retail confectioners. 
Many territories are open in which the 
manufacturing retailers are not being so- 
licited. Your letter giving full details will 
be held in confidence. Box A-208 The 
MANUFACTURING CONFECTIONER. 


| BROKERS WANTED | 





BROKERS WANTED: to represent us in the 

Mid-Western States (except Chicago) on 
commission basis. We specialize in Conti- 
nental styled Box Candies, Creams and 
Rum flavored Cherries. Ericann Candy 
Company, 1822 South Ridgeway Ave., 
Chicago 23, Ill. 





| BUSINESS FOR SALE 





FOR SALE: Business and equipment of 

complete candy and ice cream manu- 
facturing plant with retail store. Good 
lease. In heart of Mother Lode (California). 
18 years successful business. Box A-202 
The MANUFACTURING CONFECTIONER. 





FOR SALE—One of the finest wholesale 

and retail small candy manufacturing 
businesses in Toronto, Canada. Best busi- 
ness section. Will stand fullest investiga- 
tion. Owner wishes to retire. Box C-205 
The MANUFACTURING CONFECTIONER. 





MACHINERY FOR SALE 





FOR SALE: 1 Racine sucker machine, 

rolls size 45 per lb. Stick size 3 x ¥% 
inch. Also one set cutter rolls. 1 large 
puller, direct motor drive. 1 new stick 
candy spinner. Immediate delivery. Cottrell 
Candy Co., 413 N. 7th. Ave., Knoxville, 
Tenn. 


FOR SALE-—-ALMOST NEW late model 

Smith 10-in. chocolate coater, used 2 
months, completely refrigerated with pre- 
bottomer and 60 ft. cooling tunnel. Handles 
S00 lbs. per 8 hr. day. Cost $4700.00. Saceri- 
fice for $2500.00. Cooper's Candies, 2307 
N. Adams &t., Peoria, III. 





FOR SALE: 16” enrober complete with 
motor, feeder belt, etc. Good condition. 
$500.00 or best offer. 2 front and 1 back 
candy counters complete with lights, glass 
shelf, etc. Cost $2,200.00, only 3 mo. use, 
sacrifice for $600.00. Box A-206 The MANU- 
FACTURING CONFECTIONER. 
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‘AT SACRIFICE PRICES 
FOR QUICK SALES 





4 Stainless Steel High Pressure Steam 
Jacketed Kettles with Agitators, approxi- 








Huhn Double Dryer and Cooler, also sold mately 450-gallon copacifies, steom 


singly tings available 


UNUSUAL OPPORTUNITY TO SECURE 
CHOICE EQUIPMENT AT REAL LOW PRICES 


These modern machines were in operation until 
recently and are guaranteed to be in excellent 
condition. 





All Equipment is Available 
For Immediate Inspection ' 
sect Promptly For Chotcest Gargaine National Evipmal Continvous 


Hard 
Candy Cooker, 600 and 1000 Ibs. hourly 


capacities 








All Offerings Are Subject to Prior Sale 





Write or wire collect for details and prices. 




















Cartoning Machinery Co. Automatic 
Cartoning Machine for setting up, 
filling and closing cartons 














24” and 32” National Equipment En- 
robers, complete with Cooling Tunnels 
and Packing Tables 







National Chocolate Melters, 2000, 1200, 
500 and 300 Ibs. capacities 














Battery of 38” Copper Revolving foes 
with Steam Coils 


We Have a Complete Stock CONFECTIONERY MACHINERY CO., INC. 
of CONFECTIONERY EQUIPMENT CEOS sro-c22 usavere + ee nk 
Every Type—Every Size 
SEND FOR OUR CATALOG 


a tt 
— = OUR 3Sth YEAR ~ 
ie INION 


for February, 1950 page 65 





———— 








MACHINERY FOR SALE (cont'd.) 





| MISCELLANEOUS (Contd. E 








subject to prior sale the following. 
Peerless Fondant Coolers, all capacities. 


Depositors. 


Semi-Automatic Ball Machine Cutters. 





RE-BUILT MACHINERY by JOHN WERNER & SONS 
713-729 Lake Ave., Rochester 13, N. Y. WE BUY & SELL 
The following machines are factory re-built by us the original 
manufacturers. All electrical equipment on Werner re-built ma- 
chinery is new. Each machine carries our guarantee. We have 


One and Two Cylinder 50” Snow Flake Fondant Beaters. SHEETS*ROLLS-SHREDDINGS 
Plastic Presses (for filled goods) with new Dies. 





ODD LOTS » OVER RUNS « SURPLUS 





Cello-kane rolls in cutter boxes 100 ft. or more 
ALSO MADE OF OTHER CELLULOSE FILM 
Wax - Glassine Bags, Sheets & Rolls 











Tying Ribbons—All Scotch Tape 
Chocolate Kettles. Colors & Widths Clear & Colors . 
. " " — 
—— Diamond “Cellophane” Products 
FOR SALE: Friend hand roll machines | FOR SALE: Marco 200 gal. Flowmaster Harry L. Diamond Robert I. Brown 
model F and “Dreadnaught” sizes. 2 ft. homogenizer used less than 2 years. “At Your Service” 109- 
cream beater, Hildreth form B style 1 Price $500.00. Ware Bros., Abington, Mass. 74 E. 28th St, Chicago 16, Illinois oO 


pulling machine. Brand new Savage Model 
S. fire mixer with silent V belt drive. 1 














Power mint puff cutting machine. One | s MISCELLANEOUS 


Merrow cut rol center making machine. 





| SURPLUS MATERIALS AT CUT PIRCES 





York batch roller, and batch warmer. 3x6 


To liquidate an inventory we offer, sub- 





























steel water cooled slab. Model K. kiss ject to prior sale: ae Swi 
cutter and wrapper. Priced low. Box A-2010 1,000 lbs. Confecto Jel oasssssseees @ = 7S 
The MANUFACTURING CONFECTIONER. Floor to floor conveyors, 250 lbs. Confectioners ye a - 75 te 
9 S. Clinton St., Chicago 6, Il. $600.00; P ble ba d 300 Ibs. Veg A Loid Buffer . 
— —- U0; Portable g an Phosphate Sallts «1... csssseseseees 75 ee 
FOR SALE: Model K. Kiss cutting & wrap- box pilers, $561.00; Convey- 80 Ibs. Duche Algaloid «01... 1.00 
ping machine; Savage motor driven ing tables. Conveying sys- Write, wire, or phone us while this mer- 
“Papoose” M. M. beater; 4 set cutter rolls tems built to your specifica- chandise is still available. 
for Werner semi-automatic ball machine; ‘ . MORRIS BROKERAGE & SALVAGE Co. 
Racine automatic sucker machine with tions. Portable loading dock 1635 W. Fulton St., Chicago 12, Ill. Conc 
extra rolls. Monitor nougat cutter; 80 Gal. conveyors, $385.00. Phone HAymarket 1-2275 cand 
Savage Marshmallow beater; Krimpac a —_e . ——— 
wrapping machine; Ideal caramel sizer & BONDED SCALE AND — 
wrapping machine; 16 inch Enrober with 
all attachments; Gas fired Nut roaster with ee; hoo USE M. C. CLASSIFIED ADVER- 
baskets. Checolate melters 200 & 300% ingston TISING to Sell or Buy Used 
capacities. Priced to sell. National Confec- Columbus 7, Ohio Equipment. Spe 
tioners Machinery Co., 108 E. 2nd S&t., 
Cincinnati, Ohio. Terr 
when consumed is of vital importance. The knowledge TH 


Hla V 0) rs Cont'd from page 26 





volatilization. Methods have been devised and mechan- 
ical means designed which have effectually demonstrated 
the feasibility of this operation, thereby doing away 
with mixing on the slabs and eliminating or reducing 
improper flavor distribution. 


Packaging and. Flavor 


The packaging of candy has advanced greatly in re- 
cent years. Much has been learned about the various 
papers, greaseproofness, strength, and moisture-vapor 
transmission. More work and study remain, however, 
regarding odor transfer. Likewise, vacuum or pres- 
sure packaging. Also, do some candies need to breathe? 
High fat candies may have a tendency to become ran- 
cid in spite of our efforts to prevent by adding an anti- 
oxidant. Is a nitrogen filled container the answer? 

Candy has an advantage over most other foods in 
that the selling price justifies a more expensive and 
better package. And when a consumer pays what he 
considers a high price for a box of chocolates, he wishes 
something unusually good. Too often, we open a box 
of candy and suffer a “let down”; there is no aroma 
to delight our senses. Is the glue, paper findings, or 
candy itself at fault? 


The distribution of candy to insure its freshness 
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of which flavors deteriorate in the package governs 
the use of those materials. Though most of us are fa- 
miliar with the moisture-vapor transmission tests as 
applied to papers, too few of us have considered this — 
is related to flavor change. More research needs to be 
done by the confectioners on this subject. Meanwhile, 4 
quality control can only rely on simulated storage 
tests of candy, based upon an estimated shelf life. 


Code Dating Helpful 


The dating of packaged candy—and the majority 
of manufacturers code their products—is of advantage 
in helping (1) to correlate any possible complaints 
against factory practice and (2) setting up procedures 
to avoid these troubles in the future. Sto 

The quality control of flavor in candy covers a 
broad field; it should supersede old time control meth- 
ods. The bare essentials have been mentioned, complete 
control must be augmented by continual study. 

We are acquainted with the general classifications om 
given flavors, namely, natural and artificial; we use one 
or the other term on label declarations. There are rea- 
sons for and against certain kinds of flavors, perhaps 
these reasons are valid though prejudice often lies be- 
hind the expressed belief. Flavors are sold in several ~ 
forms; dry powders and liquid form. 


Dry, Liquid Flavors 


An example of a dry flavor is vanilla sugar. Liquid 
flavors may be prepared in the form of an emulsion or ’ 
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New England States 


So. Atlantic States (cont'd) 


East No.Central States( contd.) 


East So. Central States 





JESSE C. LESSE CO. 


161 Massachusetts Ave. 
BOSTON 15, MASS. 
Territory: New England 





Middle Atlantic States 





HERBERT M. SMITH 
109-17 110th St.—Virginia 3-8847 
OZONE PARK 16, NEW YORE 
Terr.: New York State 





IRVING S. ZAMORE 
2608 Belmar Place 
SWISSVALE, PITTSBURGH 18, PA. 
29 Years Experience 


Terr.: Pennsylvania, excluding 
city of Philadelphia 








JAMES A BRADY CO. 

1018 Monsey Avenue 

SCRANTON 9, PENN. 
Phone 2-8658 

Concentrated coverage of _ the 

candy and food trade in N. E. 

Penna. ‘The Anthracite” 





ARKANS & ROACH 
607 Drexel Bldg. 
PHILADELPHIA 6, PENN. 


Specializing—Food Trade, Chains 
Super Markets 


Terr: Philadelphia & Eastern Penn. 


THOMAS M. BRATTON & CO. 
220 Delaware Ave. 
BUFFALO, NEW YORK 


Covers New York State 
Candy & confections 





ARTHUR M. CROW & CO. 
407 Commonwealth Annex Bldg. 
PITTSBURGH 22, PA. 
Cover conf. & groc. jobbers, chains, 
dept. stores, food distrs. 
W. Pa., W. Va., & E. Ohio 





ENVOY SALES COMPANY 
280 Madison Avenue 
NEW YORK 16, N. Y. 
Murry Hill 4-1140 
Covering Jobbers, Department 
Stores, Grocery and Variety Chains, 
and Buying Offices. 
Terr: New York & New Jersey 





South Atlantic States 





JIM CHAMBERS 
Candy Broker 
84 Peachtree Street 
ATLANTA 3, GEORGIA 
Terr.: Ga., Ala., and Fla. 


_ 





WM. E. HARRELSON 


Manufacturers’ Representatives 
5308 Tuckahoe Ave.—Phone 44280 


RICHMOND 21, VIRGINIA 


ROBERT L. MITCHELL, JR. & CO. 
1221—12th Avenue 
HICKORY, NO. CAR. 
Manufacturers’ Representative 
Candy & Specialty Items 
Terr: North & South Carolina 





A. CARY MEARS 
P. O. Box 2415 
ROANOKE, VIRGINIA 
Candy and Specialty Items 
Terr.: Va., W. Va., & No. & So. Caro. 





ROY E. RANDALL CO. 
Manufacturers’ Representative 
P. O. Box 605—Phone 7590 
COLUMBIA 1, SO. CAROLINA 


Terr.: No. & So. Carolina. 
Over 25 years in area 





SAMUEL SMITH 

2500 Patterson Ave. Phone 22318 

Manufacturers’ Representative 

WINSTON-SALEM 4, N. CAROLINA 

Terr: Tenn., Virginia, N. Carolina, 
S. Carolina 





2 oe eee 
te: 
P. O. oe q2—1il Rutland Bldg. 
DECATUR, GEORGIA 
Terr.: Ga. & Fila. 


Thorough Coverage 





BUSKELL BROKERAGE CO. 
1135 East Front Street 
RICHLANDS, VA. 

Contact Wholesale Groceries, Candy 
Jobbers and National Chains 
Terr.: Va., W. Va., Eastern Tenn., 
end Eastern Kentucky 





HURD-MORELAND CO. 
Moreland, Kentucky 


Sales Representation Candy bars, 
Specialties 


Terr: Kentucky, East Tennessee 





JOHN T. SOX CO. 
Box 605 


COLUMBIA, &. C. 


Manufacturer's Representatives 
Have been representative for 17 
years in the states of South end 

North Carolina 





P. O. Box 1204 


CHATTANOOGA, TENN. 
Candy & Specialties 


East No. Central States 


O. W. DAVIS BROKERAGE CO. 


Complete coverage in Tenn. & Ala. 


JOHN E. SMITH 
Thorough Coverage Indiana Jobbers 
Chain Store Merchandising 
Our Speciality 
1428 N. Pennsylvania St., Room 203 
Tel. Lincoln 3780 
INDIANAPOLIS 2, INDIANA 





ROGER ETTLINGER 
Phone UNiversity 2-6737 
18300 Pennington Avenue 
DETROIT 21, MICHIGAN 

Terr.: Entire state of Michigan 





WALTER M. GREESON CO. 
101 Smith Street 
FLINT 3, MICHIGAN 
“We Are At Your Service Always 
—And All Ways” 


Terr.: Michigan, Estab. Since 1932 


i 


R. HENRY TAYLOR 
Candy Broker 
Box 1456—Phone 4-2763 


LEXINGTON, KENTUCKY 
Territory: Kentucky and Tennessee 





PAUL JOHNSON AND CO. 
Manufacturers’ Representatives 
Day Phone a. Phone 2420 

x 


VILLE, KY. 


Candy, Crackers, Cookies, Cigars, 
and S$ alty Items 
Terr.: Ky. and Tenn. 





FELIX D. BRIGHT & SON 
Candy Specialties 
P. O. Box 177—Phone 8-4097 
ASHVILLE 2, TENNESSEE 
Terr.: Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisiana 





BERNARD B. HIRSCH 

229 E. Wisconsin Ave. 
MILWAUKEE 2, WISCONSIN 
Terr.: Wis., Ia., Ill. (excluding Chi- 
cago) Mich. (Upper Penn.) 





DONALD A, IKELER 
2037 E. Main Street 
KALAMAZOO, MICH. 
Territory: Michigan 





HARRY. KISSENGER 
Candy—Novelties—Specialties 
3846 McCormick Ave. 
Phone Brookfield $691 
Chicago suburb 
HOLLYWOOD, ILLINOIS 
Terr.: Ohio, Mich., & Ind. 





G. W. McDERMOTT 
100 North Raymond St.—Phone 382 
MARINETTE, WISCONSIN 


Terr.: Wisc. & Upper Mich.—covered 
every five weeks. 





WM. C. MITHOEFER 


J. L. FARRINGER CO. 
FRANKLIN, TENNESSEE 


Established 1924 
Territory: Tenn., Ky., and W. Va. 


3 Salesmen covering territory 





West No. Central States 





GEORGE BRYAN 
BROKERAGE CO. 
306 Walnut Bldg. 
DES MOINES 3, IOWA 
Consistent and thorough coverage 
of wholesale candy and tobacco, 


wholesale grocery, chain store 
trade in central, eastern lowa 





ELMER J. EDWARDS 
CANDY BROKERAGE 
5352 3lst Ave. So. 


MINNEAPOLIS 17, Minn. 
Phone: Pa. 7659 


Terr.: Minn., N. & S. Dak.—Special 
attention given to Twin City trade 


GRIFFITHS SALES COMPANY 





6210 Tyne Avenue 
CINCINNATI 13, OHIO 


We specialize in cigars, candies 
specialties and novelties 





R. L. YATES 


15060 Steel Ave., 
DETROIT 27, MICH. 


Terr: Michigan only 
Phone VE 8 1126 


Cc. H. THOMPSON 


1421 Sigsbee St., S. E. 
GRAND RAPIDS 6, MICHIGAN 
Terr.: Michigan including Detroit 





H. K. BEALL & CO. 
CHICAGO 6, ILLINOIS 
308 W. Washington St. 
Phones RANdolph 1618-1628 
Territory: Illinois, Indiana, 
Wisconsin 





Terr.: W. Va., Va., N. & S. Caro. 


for February, 1950 


25 years in the Candy Business 


WARREN A. STOWELL 
& ASSOCIATE 
Phone TRiangle 4-1265 
7943 So. Marshfield Ave. 
CHICAGO 20, ILLINOIS 
Terr.: Chicago and Radius of 





Forty Miles. 


| 725 Clark Ave.—Phone GA. 4979 
| SAINT LOUIS 2, MISSOURI 
We specialize in candy and 


| novelties. 
| Terr.: Mo., Ill., and Kan. 
| 





O. W. TAYLOR BROKERAGE CO. 
McGREGOR, IOWA 


Cover confectionery & grocery 

jobbers, chain-Dept. stores, Food 

- | Dist. Nebraska, Iowa, Minnesota, 
| Wisconsin. 


| 
| 
| 
| 





West So. Central States 





GENERAL BROKERAGE CO. 
| 539 Tchoupitoulas St. 
NEW ORLEANS 4, LA. 


New Lines Desired 


Complete coverage in Louisiana 
and Mississippi of candy manufac- 
turers, jobbers, and wholesale 


| grocers. 
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West So. Central States (cont'd) 


Mountain States (cont'd) 


Pacific States (cont'd) Pacific States (cont'd) 





H. L. BLACKWELL COMPANY 
Emery Way at Sunset Drive 
EL PASO, TEXAS 
Phone: 3-0503 
Terr.: Tex., N. Mex., and Ariz. 





WM. E. MIRACLE COMPANY 
301 No. Market St. 
DALLAS, TEXAS 
Territory: Texas & Oklahoma 





W. S. STOKES 
Broker & Agent 
BA 


Candy - Novelties - Specialties 
Terr.: Arkansas—Accounts solicited 





Meuntain States 





, CAMERON SALES COMPANY 
5701 East Sixth Ave. 
DENVER 7, COLORADO 


JERRY HIRSCH 
Manufacturers’ Representative 
Candy and Specialty Items 

4111 E. 4th St. 

TUCSON, ARIZONA 


Territory: Arizona, New Mexico, 
& Paso, Texas 





FRANK X. SCHILLING 
Confectionery and Novelty Items 
Box 416—Phone 2 
BUTTE, MONTANA 
Complete coverage of Montana, 
Idaho, and Wyoming. 





G & Z BROKERAGE COMPANY 


New Mexico—Arizona El Paso 
County Texas 


P. O. Box 227 ALBUQUERQUE 
N. Mex. 
Personal service to 183 jobbers, 
super-markets and department 
stores. Backed by 26 years ex- 
perience in the confectionery field. 
We call on every account personally 
every six weeks. Candy is our 


MALCOLM S. CLARK CO. 
1487' Valencia S&t. 

No. Cal.; Nev.; & Hawaii 

SAN FRANCISCO 10, CALIF 

923 E. Third St.—Southern California 

LOS ANGELES 13, CALIF. 

Terminal Sales Bldg. 
Wash., N. Idaho 


CARTER & CARTER 


Confectionery Mfr’s Agents 
Established with Industry since 1901 
91 Connecticut St. 

Phone: Main 7852 


SEATTLE, WASHINGTON 


Terr.: Wash., Ore., Utah, Ida., 
Mont., Nev., Wyo. 





SEATTLE 1, WASH. 
903 Park Road 
Ariz., New Mex., W. Texas 
EL PASO, TEXAS 


BELL SALES COMPANY 
100 Howard Street 
SAN FRANCISCO 5, CALIFORNIA 


Candy & Food Specialties 
Terr.: .. Reno, Nev., 
Hawaiian Islands 





JIM O’ROURKE 

9111 Hillrose St., 
SUNLAND, CALIFORNIA 
(Suburban to Los Angeles 





terr: California & Arizona 
J. RAY FRY & ASSOCIATES 
420 Market St.—Phone Garfield 7690 
SAN FRANCISCO, CALIF. 


Terr.: Calif., Ore., Wash., Mont., 
Ida., Utah, Wyo., Nev., Ariz. 





L LIBERMAN 
SEATTLE 22, WASHINGGTON 


Manufacturers’ Representative 
1705S Belmont Avenue 
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Candies and Alli business. 


ed Lines 
Terr.: Colo., Mont., Idaho, Utah, 
N. Mex. 


Personal contacts with chains, job 
bers, syndicates & dept. stores 








Pacific States 


Terr.: Wash., Ore., Mont., Ida., 
Utah, Wyo. 


459 N. Western Ave. 
LOS ANGELES 4, CALIFORNIA 





HARRY N. NELSON CO. 
112 Market St. 

FRANCISCO 11, CALIF. 
Established 1906 

Sell Wholesale Trade Only 


Terr: California, Nevada, Ariz. Terr.: Eleven Western States 








MAYCOCK BROKERAGE Co. 
573 West 2nd South 
SALT LAKE CITY, UTAH 


An eight man organization repre- 
senting manufacturers for 76 con- 
fectionery, tobacco, drug and gro- 
cery jobbers in Utah-Idaho territory. 


302 Terminal Sales Building 
SEATTLE, WASH. 





Over 20 years in this area. 


GEORGE R. STEVENSON CO. 


Territory: Wash., Ore., Ida., Mont. 





RALPH W. UNGER 
$23 East 3rd Street 
Phone: Trinity 8282 
LOS ANGELES, CALIFORNIA 
Terr.: Calif., Ariz., N. Mex., 
West Tex., Nev. 


GENE ALCORN & CO. 
1340 E. 6th Street 
LOS ANGELES 21, CALIFORNIA 
383 Brannan Street 


SAN FRANCISCO 7, CALIF. 
Territory: State of California 








in a solution. Basically, an artificial flavor consists of 
many flavoring compounds making up the flavor plus 
a solvent. The solvent may be water, glycerin, alcohol, 
vegetable oil, propylene glycol, or something similar. 
Refering once more to the dry vanilla sugar, sugar is 
the solvent or base on which the flavor is superimposed. 

The choice of a flavor for use in a candy should be 
determined by taste and basic properties. One would 
hardly choose a water-containing-flavor for hard candy 
use. Obviously, a glycol or vegetable oil solvent type 
would be desirable. 


Judging Flavors 


Because of the solvent in the flavor, it is difficult to 
judge competitive flavors by smelling a small sample re- 
ceived from a flavor company. An alcohol solvent type 
gives off its aroma quickly, whereas glycerin, oil, and 
glycol types volatilize less easily. 

When a salesman suggests that his flavor is just what 
you need, and presents a small sample, why not take 
just a few minutes and try it out? It is unfair to the 
salesman to accept a sample and leave it on a shelf to 
be tested tomorrow; likewise, it is unfair to your com- 
pany to pass an opportunity at either improving the 
flavor of the candy or of keeping up to the minute 
on new developments. Flavor must be considered con- 
tinually and critically. Your currently used flavor, for 
example, today may be the best on the market but per- 
haps tomorrow, new developments may produce a bet- 
ter one. Flavor companies do not wait until the end of 
the year, as do the automobile concerns to announce 


page 68 


new models. Tasting flavors in sugar syrup or in fond- 
and enables you easily and quickly to judge the neces- 
sity of making a plant test. 

As the flavor business became competitive, some 
means of a standard in the concentration of the artifi- 
cial flavors became desirable. The flavor companies 
thus tried to adjust the flavor concentration, so that 
one or two ounces would suffice for 100 pounds of candy. 
The effect of this on candy manufacture will be dis- 
cussed further in a forthcoming article. 

To those candy manufacturers who say that a com- 
plete quality control of flavor in candy is too compli- 
cated for them to use, too costly, and unnecessary; 
the writer can only suggest reviewing history. Where 
was the soft drink industry 25 years ago? Are you 
satisfied that your candy will continue to sell against 
stiffer than ever competition in the entire food field? 
Let’s continue to make the best and most flavor-packed 
candy possible. 





@ U. S. International Trade Fair: About 75,000 
domestic and foreign buyers are expected to attend 
the first U. S. International Trade Fair to be held 
August 7-19 in Chicago's Navy Pier, International 
Amphitheatre, Arena, and Coliseum. Nearly a mil- 
lion square feet of floor space is allocated, one third 
for U. S. exhibitors, two thirds for exhibitors from 
the rest of the world. Operated by a nonprofit 
corporation, the fair will be patterned after Euro- 
pean trade fairs, such as those of Leipzig, Brussels, 
and Utrecht. 
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Confectionately Yours 








F™ MEN ONLY: Simulating Irish 
tweed and full of solid chocolate 
pieces, Gregor’s new “Especially for 
Men” package is being introduced in 
its New York and Jersey City shops. 
The 13-0z. package sells at $1.49 in 
the shops or $1.69 postpaid by mail 
order. 
re ART: A worldwide business 
from sugar cubes and a pastry 
tube, that’s the success story of Mrs. 
Miki Barnes, of Minneapolis. Using 
a pastry tube with extra fine points, 
Mrs. Barnes decorates the cubes with 
flowers, birds, candles, Christmas 
trees and other seasonal decorations. 
How'd it start? During the war, 
friends were giving hard-to-get sugar 
as gifts. Mrs. Barnes added decora- 


tions to hers. 
* on * 
> J 


 peeaomaly MEMO: U. S. cocoa 
imports last year were about 
685 million pounds, up 90 million 
from 1948. World production (two- 
thirds in Africa) of 1,600 million 
pounds is just about same as before 
war. Low U. S. inventories, larger 
comsumption here and abroad also 
help boost prices, now about 50 per 


cent over October. 
& * +e 
“ 


- Mpeet MIX: In Montreal a robber, 
reported to have taken $90 from 
a candy shop, came back again, and 
confronted the cashier: “All I got was 
$32. Okay, give me the rest.” 

In Boston police arrested a bookie 
before he could swallow the evidence. 
Said evidence: three white pepper- 
mint wafers on which bets had been 
penciled. 





& Co., Inc., Philadelphia. 


for February, 1950 





*Aluminum Cooking Utensil Co. ....Dec. “49 


*Ambrosia Chocolate Co. .............:::::0+++ 61 
*American Food Laboratories, Inc. ...... 54 
American Paper Goods Co. ..............-.:+ 38 
“Anheuser-Busch, Inc. ...............-++ Nov. “49 
EE Nov. ‘49 
Fm Gig BI, cececceccececerscssseczannnies 45 
Associated Bag & Apron Co. ........ Jan. ‘50 
Avenex Corp., The ..........:.cceeees Jan. ‘50 
Baker, Walter Chocolate and Cocoa 
Div. of General Foods Corp. .............. 13 
*Bay Wood Manufacturing Co. .............. 62 
» i. § een 58 
Blanke-Baer Ext. Preserving Co. ....Jan. ‘50 
“Blumenthal Bros... ..............:0:0ss+++ Jan. ‘50 
*Brown Instrument Co. ...................+- Dec. ‘49 
“Burke Products Company ..................0-+. 16 
“Burrell Belting Co. ..............ccccseeeees Jan. ‘50 


“California Almond Growers Exchange 52 
“California Fruit Growers Exchange .... 








PURE LE 2 eet IE Be Sa ee 1l, 17, 57 
Candy Merchandising ..................:0.:00+0 8 
*Carle & Montanari, S.A. ...............00000+ 20 
ON I i ceccenntincrchimninciannl Sept. ‘49 
“Chocolate Spraying Co. .................0000++ 12 
Cincinnati Aluminum Mould Co. ....Jan. ‘50 
oe (sit 8ti‘(‘( RC CEN RC CO 55 
“Confection Machine Sales Co. ................ 53 
“Corn Products Co.., Ine. .................# 
“Currie Manufacturing Co. ................:..... 
SH BID ncesnscsecenseccncsesaces Nov. ‘49 
“Dayton Specialty Co. .................... Oct. “49 
SE III nn cncsscntsdeseanenineneberiasee 35 
“Diamond Cellophane Products .............. 66 
s ti  - See 6 
*Dow Chemical Co. ................cecs000. Nov. “49 
EE, actisincniiiimasitnmenidcivincicainiaecens 60 
“Durkee Famous Foods, Div. of 
EET SAS ee 19 
“Economy Equipment Co. ................ Jan. ‘50 
“Felton Chemical Co. ................:000004 Sept. “49 
STUNT tins nscinacenccnctcnenseninncansniiciniiad 37 
*Florasynth Laboratories, Inc. ...... Sept. ‘49 
. « > Cs Nov. ‘49 
SUID TIE, GIB, wncxsccescccevcscsscceseescs 4 
General Mills, Inc., Special 
Commodities Div., ....................-.+- Jan. ‘50 

*Givaudan Flavors, Inc. .................:..0000++ 21 
. . ) 2A 19 
PN TNE CI TINS etatsaisissrscceniisssntsiansitbehanbloindene 51 
*Hayssen Mig. Company ................. Nov. ‘49 
BE CN Gis TID cnecescccccccescccssesscoesenss 40 
“Hooton Chocolate Co., The .................... 63 
~ RRR NS Nov. “49 
Te II FI cssssessncinanicticosnsncisionianii 38 
I acasshenenmnenneichndionens 34 
*Kohnstamm, H. & Co., Inc. .............ccee0ee 22 
“Lamont, Corliss & Co. .......cccccccssssssseres 58 
Land O’Lakes Creameries, Inc. ............ 9 
“Lehman Company. Inc. J. M. .......... Jan. ‘50 


INDEX 


Lynch Corporation Package 








Machine Division ...............:0s0secerseees aa 
“Lueders & Co., George .............cceseeeenenees 56 
*Magnus, Mabee & Reynard. Inc. 2nd Cover 
*Merckens Chocolate Co.. Inc. ................ 48 
~ oC <n Jan. ‘50 
*Mills & Bro., Inc., Thos. .............-.-+. Sept. ‘49 
*Minneapolis Honeywell Regulator Co. 

BLE SEE ORES 5 TE SEE “49 
“National Equipment Corp. .................. 7 
“National Food Products Co. .......... Jan. ‘50 
*National Sugar Refining Co. .......... Oct. “49 
*Neumann-Buslee & Wolfe, Inc. .............. 62 
*Norda Essential Oil and Chemical Co., 

SIL disnsshikendhanisdiaacialaginigidasieainonabietiaal 4th Cover 
*Nulomoline Company, The ............ Sept. “49 
ee FIs, FID. cevessccecceesicescrscesssranice 63 
*Package Machinery Company ............... 30 

Paisley Products, Inc. ...............0+ Jan. “50 
Paradise Fruit Company Inc. ........ Jan. ‘50 
*Penick & Ford, Lid., Inc. .............c00se00+ 56 
“Pieter DR GHaTRe cccecvcscsccercccevccnnsessesnes 35 
ee Rn 10 
*Phillips Co., Inc., Charlies R. ........ Jan. ‘50 
*Pitt & Sons Co., The C. M. ............ Jan. “50 
Polak’s Frutal Works, Inc. ...................... 60 
*Preferred Milk Products, Inc. ........ Dec. ‘49 
Quaker Oats Co., The .................. Jan. ‘50 
“Racine Confectioners Machinery Co....... 18 
~ EE S 33 
CED 53 
TIL, TIL. sienstnstnctcsesuinacssbinichamiiin 47 
“Robert E. Savage Company .......... Jan. ‘50 
IIE Gis BI, cccccecvvsessevessnensszesecnene 59 
TEIN, TIED. sccasonscupeetphanenneciansnetiorts 14, 43 
“Solvay Sales Division, Allied 

Chemical & Dye Corp. .............. Jan. ‘50 
*Speas Company ..................:0000 
*Staley Mig. Co., A. E. .............. 

*Standard Casing Co., Inc. .............csceeeeees 48 
*Stehling Co., Chas. H. .................... 

Sugar Information, Inc. ................ 3rd Cover 
“Sweetnam, Geo. H., Inc. .................0.. 39 
I es 18 
PN iis NG TRIOS ceiitetnidicatsesasSevebntcietnsbiseonnlicind 36 
“Union Confectionery Machinery 

RY LCL tee meee 65 

Union Starch & Refining Co. ........ Jan. ‘50 
*Universal-Engel Paper Box Co.....Sept. “49 
*Vacuum Candy Machinery Co. .............. 18 
*Voorhees Rubber Mfg. Co.. Inc. ............ 61 
“Voss Belting & Specialty Co. ................ 3 
“Warfield Chocolate Co. ................ Nov. ‘49 
“Weinman Brothers, Inc. .................. Jan. ‘56 

“Werner, John & Sons, Inc. ................. 8, 49 
*W-E-R Ribbon Corp. Re oe 34 

Western Conf y Sal 

pe RST es CREOLE Pe Es a *50 
*Whitson Products Div. of the Borden 

a 15 
“Wittenmeier Machinery Co. .......... Oct. “49 


*For Detailed Reference Data, See The “Purchasing Executives’ Number” for September 1949 
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Candy Forcast for 1950 


by PHILIP P. GOTT 


President, National Confectioners’ Ass'n 


& Teo CONFECTIONERY INDUSTRY will begin 1950 with a 
continuation of the high rate of business volume 
which prevailed during the last three months of 1949. 
The usual seasonal slump is anticipated in the middle of 
the year, but, on the whole, it is expected that the 1950 
candy year will reflect the optimistic view of the com- 
ing year which is held by U. S. businessmen. Rumors 
of recession which gave American industry the jitters 
in early 1949 have diminished and recent surveys of 
business opinion indicate that businessmen generally 
are looking upon 1950 with favorable eyes. 


Candy Production 


In 1949, the U. S. candy manufacturing industry pro- 
duced an estimated 2.5 billion pounds of candy which 
it sold at the wholesale value of $850 million. Available 
data show that 1950 will bring an increase in tonnage. 
For example, a survey of estimated sugar needs of 192 
candy manufacturers for 1950 indicates that 9.9 per cent 
more sugar will be used by the industry in 1950. 

Another factor tending to increase production is the 
fact that manufacturing capacity is greater now than it 
has been previously. Many companies have finally com- 
pleted wartime delayed modernization programs or have 
built entirely new plants. While there are no ‘specific 
statistics on candy manufacturing capacity, it is at least 
50 per cent greater than 1939, rising from 2 billion 
pounds to nearly 3 billions, or nearly as great an in- 
crease as the overall U. S. manufacturing capacity, 
which has been estimated as being 62 per cent higher 
than it was 10 years ago. 

The confectionery industry has now the most pro- 
ductive mechanism ever experienced in its history. 
The continuous cookers, high speed moguls, enrobers, 
and wrapping machines, the electric eyes, the automatic 
weighing machines. make the industry more efficient 
than ever before. Whether or not demand will require 
full utilization of the industry’s potential capacity must 
be determined. If demand declines markedly, the in- 
dustry might well find itself faced with the problem 
of excess capacity on a fairly serious scale. 


Candy Ingredients 


The industry buys nearly 3,000,000.000 pounds 
of farm products annually. It uses over 25 agricultural 
products, the majority of which continue to be fairly 
high priced. which, in turn, works a hardship on manu- 
facturers of a fixed price item such as bars, 5-and 10- 
cent specialties, etc. 


Cocoa Beans 


The increased consumption of chocolate in all forms, 
the increased purchases by some countries which have 
been out of the market during and since the war, the 
lower production of cocoa beans in 1949, and a pros- 
pective production in 1950 more on the level of 1949 
production, would seem to indicate that cocoa bean 
prices will not recede appreciably from recent ranges. 
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The world supply of cocoa beans in 1950 is estimated 
at approximately 1,571 million pounds, compared with 
the 1949 production of 1,660 million pounds and the 
annual prewar production of about 1,579 million pounds. 


Candy Prices 


The past two years have seen a gradual decline in 
our economy’s general price structure and the candy 
industry has been no exception. A recent survey made 
among leading candy manufacturers indicates that, 
compared with a year ago, the candy purchaser is get- 
ting more for his money in quantity, quality, or both, 
when he buys a nickel candy bar, a bag of candy, or 
fancier packaged goods. Candy producers’ average cur- 
rent wholesale price for candy is estimated at 33 cents 
per pound, while in 1948 it was 3714 cents per pound. 

It is doubtful if candy retail prices will go down lower 
in 1950 in view of the fact that prices of major ingre- 
dients, taxes, and other cost factors show no promise 
of decline. 


Foreign Imports 


It is already a known fact that some large British 
and European candy manufacturers are aggressively 
seeking markets for their confectionery in the U. S. 
Extra allotments and reduced prices on raw materials 
to be used in products designated for export sales are 
allowed in order to encourage exports and thus obtain 
American dollars. France, Sweden, and Italy have re- 
cently enacted regulations to aid the exporter. Roving 
exhibitions of Belgian, Czechoslovakian and French 
merchandise have been held in various sections of the 
U. S., during the past year. Recently one of France’s 
leading confectionery and chocolate manufacturers 
visited the U. S. to investigate and promote opportun- 
ities for sales of his industry’s products abroad. This 
manufacturer said France does not want charity—it 
wants an opportunity to trade. 


Candy Demand 


While all the previously mentioned factors play an 
important role in candy’s future, equally important, 
if not more so, is the question of demand or general 
purchasing power. Statistics show that the total per- 
sonal incomes of all individuals in the U. S.—includ- 
ing proprietors, professional people, wage earners, and 
all the rest—have been well maintained to date. Of 
course, some types of personal income have fallen off. 
For example, the total income of farm proprietors is 
off about 25 per cent, it is believed. Disposable per- 
sonal income for 1949 is estimated at approximately 
190.4 billion dollars, compared to 190.8 billions in 
1948 and 92.0 billion in 1941. The general picture of 
personal incomes is very reassuring from the standpoint 
of current and potential demand. The 148 million con- 
sumers of this nation were spending at the rate of 178 
billion dollars per year toward the end of 1949. 


Public Opinion on Candy 


Perhaps one of the most influential factors of all in 
candy’s future is public opinion. That candy has good 
will has been shown by the survey of home economists, 
doctors, and dentists conducted by a research agency. 
The findings indicated that the majority of individuals 
in these groups enjoyed candy regularly for its taste 
appeal and for its food value. An 18 per cent increase 
in the U. S. population is predicted for 1960. By 1980, 
it is believed, the population will be 175 million. At the 
present rate of consumption, that would mean 2.75 
billion pounds in 1960 and almost 3 billion pounds 
in 1980. Public opinion is an important factor in the 
winning or losing of these future candy consumers. 
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You get from Norda what Nature gives—red, 
ripe, real strawberry flavor. The goodness 
that grows in a strawberry patch comes to 
you from Norda’s fine plant. 


Norda Strawberry Flavor has true-fruit 
taste. Its concentrated tart-sweet richness 
goes far wherever you use it... that means 
everywhere. 


Try both Norda genuine Strawberry, and 
Norda superior imitation Strawberry in 
your gelatins, mixes, candies, syrups, and 
baked goods. See if they don’t taste better. 
We believe they will. 

Test them free. Send for free samples. Ask 


for the free Norda Flavor Catalogue. too. 
Get yours from Norda today. 








Norda Strawberry ... Another “Favorite to Flavor It” 


* 
No VC / (7 ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 
601 West 26th Street, New York 1, N. Y. 


‘CHICAGO + LOS ANGELES + ST. PAUL + MONTREAL + TORONTO +» HAVANA + MEXICO CITY + LONDON «+ PARIS © 








